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“Your own ships give you what 
you want—when you want it,” the 
advertising of United States Lines 
makes clear. Another deserving in- 


dustry helped by repeal. 
vgwpey 
The C. & O. is introducing three 
little kittens, and admits that it will 


be satisfied if they become as popu- 
lar as the three little pigs. 


y, Fe 


West Bend Aluminum Company 
has put out a new tea-kettle guaran- 
teed to sing at its work. The next 
improvement waits on the coal mer- 
chant who will supply a cricket for 
every hearth. 

vey 

Packard proves its point about ob- 
solescence by picturing a car twenty- 
five years old that still looks like a 
Packard. And you may even be able 
to ask the man who owned one. 


a 


The movie men object because 
some of the stars are now doing their 
stuff over the air. Don’t the exhibi- 
tors appreciate radio’s contribution 
of Burns and Allen? 

v . v 

Radio Commissioner Hanley refers 
sarcastically to the “so-called talent” 
in the broadcasting field. Has any- 


body been trying to sell the poms 
sjoner ad, -? 
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The International Silk Guild wants 
both trade and public to know just 
which merchandise is real silk. Isn't 
that the kind they make in Indian- 
apolis? 

* ¢ F 

“The New Yorkers” no longer sign 
their department in the front of the 
Magazine. What’s the matter, have 
the editors moved to Jersey? 


y,gey, 
Protessor Tugwell told the editors 
in Washington that he’s really a con- 
servative. Wonder what his plans 
would be if he were a radical. 
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And now there’s a golf ball with 

a center made of honey. This will 

supply a perfect alibi for the care- 

golfer who insists on talking to 
y in his sleep. 
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rly-Tox has started its annual cam- 
balgn of destruction, thus pre-empting 
the distinction formerly reserved ex- 
Clusively for Tanglefoot. 


y,vy 
Do you remember ’way back when 
NO baseball park was complete with- 
Sta sign which announced that your 


favorite outfielder caught 656 flies 
last season, but that Tanglefoot 
“aught 656,000,000 2 
¥ v v 
Milk is getting so much advertis 
ing the . 
'§ these days that even contented 
“OWS are going to feel awfully 
Stuck-up. 
v v v 
> ‘ . : 
Phe G. Parker, Grant advertising 
Nanager ; 
Manager who spoke in Boston last 
Week ac $ j 
os Was rushed to His date with 
yy and police escort. Grover 
t lalen himself couldi’t have done 
%€tter, 
v v v 
F ° 
i ranktort Distilleries, Inc., offers to 
( ; ; 
— by the Encyclopedia Brittanica 
~ Sreen whisky causes headaches. 
_ Man with a headache. will admit 
Without 


argument. 
Copy Cur. 


Oppose Inflexible Agency Compensation 


A.N. ALTO FIGHT 
SUCH PROVISION 
IN AGENCY CODE 


McIntire Outlines Advertisers’ 
Position 


Philadelphia, Pa., April 26.—The 
Association of National Advertisers, 
Inc., will oppose any code suggested 
tor the advertising agency industry 
which would fix agency remuneration 
on an inflexible basis, such as 15 per 
cent of space costs as agency com- 
pensation. In taking this position, 
the membership believes it is serv- 
ing the best interests of agencies, as 
well as advertisers. 

These facts were publicly stated 
for the first time in an address to 
the Poor Richard Club today by 
Allyn B. MelInptire, vice-president, 
Pepperell Manufacturing Company, 
and president of the A.N.A. 

“In the beginning,’ said Mr. Mec- 
Intire, “the advertising agent was a 
geller of space. For some years he 
has steadily worked toward an ob- 
jective which is best described by 
my good friend, Roy Durstine, as a 
‘confidential partner of the adver- 
tiser.’ While this evolution has been 
taking place, many agents have clung 
tenaciously to a method of compen- 
sation best described as a_ percent- 
age on money spent, which was right 
and proper when agents were brok- 
ers of space. 

“Many advertisers have been out- 
spoken in their objection to this 
method of compensation. On 
other hand many advertisers 
not had much to say on the subject, 
because, like myself, they felt that 
it was a matter which time would 
care for, or because they felt they 
profited from the system at the ex- 
pense of other advertisers.” 


Code Fight Explained 


Mr. McIntire here defined the pro- 
posed code for the agency industry 
which was submitted in August, 1933, 
as another of several attempts which 
had been made to “freeze” the 
method of agency compensation and 
to force advertisers into an arbitrary 
method of doing business. It was 
opposed by the A.N.A., and the mat- 
ter of a code for the industry has 
been held in abeyance until the 
NRA can appraise the controversy. 
To the best of Mr. MclIntire’s knowl- 
edge, no code has been proposed on 
which a hearing can be held. 

“If the agents should have a code, 
it should be one which regulates 
themselves and not one which seeks 
to freeze a rate of payment or 
method of payment on the adver- 
tiser,”’ said Mr. McIntire. 

“It is also my opinion that a code 
for the agency business should be a 
part of a master code for all who 
serve the advertiser, if any code be 
required. 

“In the group of the many individ- 
uals and organizations who serve ad- 
vertisers are, in addition to adver- 
tising agents, direct mail specialists, 
window display counsellors, package 
experts, premium goods specialists, 
industrial motion picture producers, 
radio program bureaus, car card 


(Continued on Page 30) 


MORE FOR KIDDIES 


By the Cron! POST TOASTIES E 
with MICKEY MOUSE CUT-OUTS | 32% 
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CHARACTERS" NOW 
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It will be impossible to keep cereal | 
cartons together long enough to 
hold their original contents, if the | 
current tendency to make them 
into playthings continues. Post 
Toasties enters the fray with this 
newspaper copy. 


Constructive Revision 
of Food, Drug Bill is 
Approved by A.N.P.A. 


New York, April 27.—Howard Davis, New York Herald Tribune, 
was re-elected president of the American Newspaper Publishers Asso- 
ciation at the closing session of the organization’s annual convention 
-_ _ morning. 


. dz. ee Syracuse Post-Standard, was elected vice-president 
‘to dan W. G. Chandler, Scripps-Howard Newspapers. E. H. Har- 
ris, acat, “Ind. Palladium-Item, and Walter M. Dear, Jersey 


Cc ify Journal, were re-elected secretary and treasurer, respectively. 

| Mr. Chandler and Norman Chan- 

\dler, Los Angeles Times, were elected | President an administrative board 
|to the board. Directors re-elected | o¢ review with power of administra- 
include E. H. Butler, Buffalo Evening | tive review as prescribed by the 
News; John 8S. Parks, Fort Smith,| president, to which an advertiser 
|Ark., Times-Record ; Charles A. Webb, 
| Asheville, N. C., Citizen-Times; and 
|S. R. Winch, Portland, Ore., Journal. 
| The directors whose terms of of- 
‘fice did not expire are Hilton U. 
Brown, Indianapolis News; F. J. 
Burd, Vancouver, B. C., Daily Prov- 
ince; W. E. Macfarlane, Chicago 
Tribune; and Charles H. Taylor, 
Boston Globe. 


STAND ON FOOD 
BILL BY WOMEN 
TOBE VOTED ON 


Federation of Wo of Women’s Clubs. 


the | 
have | 


to Act on Resolution 


Washington, D. C., April 27.— 
Whether “the largest organization of 
| women in the world” will throw its 


force behind the passage of the Cope- | 


|land pure food 
| (S.2800) will be decided at the 
| forthcoming council meeting of the 
General Federation of Women’s 
Clubs, according to a statement from 
its headquarters here. The council 
convenes for a six-day session at Hot 
Springs, Ark., the third week of May. 

A study of the bill at various state 


and drugs _ bill 


(Continued on Page 29) 


Favors Food Law Revision 

The association went on record in 
favor of constructive revision of the 
present food and drugs act to 
strengthen protection to consumers. 
It recommended inclusion of the fol- 
lowing definition of advertisement in 
an amendment to §.2800: 

“The term ‘advertisement’ includes 
all advertisements and all represen- 
| tations of fact or opinion therein or 
‘commercially disseminated in any 
manner or by any means other than 
by the labeling.” 

The publishers also suggested that 
false advertising be described in the 
bill as follows: 


E. H. Harris, re-elected secretary. 


“No representation concerning any | May appeal from an administrative 
value or effect of a food or cosmetic | decision that he has violated the 
shall be deemed to be false under|act when the advertiser believes 
| this paragraph if such representa- | such decision to be without legal 


| tion is supported by substantial sei- | sanction, before being compelled to 
| entific opinion or by demonstrable /face a criminal prosecution upon the 
| scientific facts. This paragraph shall | basis of such doubtful decision.” 
| not be construed or applied to pro- 
| hibit harmless trade claims.” 
In the same resolution, the pub- 

lishers asked that a paragraph be 
'added to the bill reading in sub- 
| stance as follows: 
| “There shall be appointed by 


Want Clearer Postal Laws 
Another resolution expressed the 
objection of publishers to the prac- 
tice of subordinates in the Post Of- 
fice Department in classifying adver- 
tising and non-advertising material 


the |, a 
in newspapers in a manner contrary 


Last Minute 


to the facts and the law. 

If a satisfactory solution cannot be 
secured by departmental ruling, the 
publishers will ask congress to clar- 


News Flashes 


New York, April 27.—The semi- 
of National Advertisers will be held 
cago, June 4-6. 


New York, April 27 


vented can perfected by Continenta 


venting the entrance of air. 


Chicago, 


With Blackett-Sample-Hummert, Inc., 


office of Albert Frank & Co. He had 


A. N. A. Sets Conference Date 


Canned, Natural Cheese to Be Marketed 


.—Canned, natural cheese will shortly be marketed 
by several large firms interested in the Wisconsin cheese industry, 
merchandising developments following successful tests of a new valve- 


The container permits the escape of gases from the can while pre- 


Howard Jones to Blackett-Sample-Hummert 


April 27.—Howard A. Jones has resigned as account execu- 
tive in the Chicago office of Ruthrauff & Ryan to take a similar position 


Prior to joining Ruthrauff & Ryan, Mr. Jones was with the Chicago 


ify the postal statutes in such a way 
that no governmental agency can 
construe them in an arbitrary or 
capricious manner in classifying 
newspaper printed matter. 

A third resolution rejected the 
proposal of the NRA to govern the 
newsprint industry by a board of 
nine members, three of them news- 
paper publishers, which was_ sub- 
mitted to a committee of the asso- 
ciation April 3, and stated the inten- 
tion of members to take steps to 
prevent a monopoly on newsprint 
through a combination of producers 
and to oppose any plan which per- 
mits price fixing, proration of ton- 
nage, parceling of consumers, re- 
striction of importations or curtail- 
ment of newsprint paper. 

The fourth resolution appealed to 
the Secretary of the Treasury to se- 
cure authorization from congress for 


annual conference of the Association 
at the Edgewater Beach Hotel, Chi- 


the 


1 Can Company. 


Chicago, effective immediately. 


previously conducted his own agency. 
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ADVERTISING AGE 


April 28, 1934 


This column is designed to save the time of Buyers of Advertising 


by giving them the kind of information needed in making up schedules. 
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LET’S SEE. + * © 


it's anybody's guess as to what kind of 
people read The Quality Group. And it’s 
easy to guess wrong. Just because they 
are intelligent, well-read, civilized, and ob- 
viously non-moronic, the conclusion is some- 
times reached that they must be dreadfully 
dull and stuffy. Let’s see. 


*, *, * *, *, 
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in 1000 Des Moines families 1366 Quality 
Group readers play golf (on 334 Club Mem- 
berships) with 1542 sets of clubs; out of 
1000 Quality Group families 386 took Euro- 
pean trips and 265 sailed on foreign cruises 
during three depression years. 


IS A DIRECTOR? - 


liveliness is not exclusively a characteristic 
of youth. Certainly the men who run the 
Nation’s larger businesses are lively in mind 
and body, but they average well over 40, 
nearing the APEX of the age of plenty. 
(The individual age tabulation of 760 ofki- 
cers and directors of 26 leading U.S. Cor- 
porations is illuminating. Would you care 
to take a look at it?) 


AGENCY AGES e  ¢ * 


and the average age of 484 officers and ac- 
count executives of 49 prominent Adver- 
tising Agencies is 41.2 years. 


NEWLYWEDS *  & 


perhaps it’s high time to recognize life and 
business possibilities as they actually exist 
in this country and not credit too much the 
financial power of the newlyweds, powerful 
only because there are so many medium- 
incomed young. Newlyweds, by and large, 
apportion their salaries on strict budgets. 
(And you won't be able to think of many 
exceptions among your younger friends and 
acquaintances. ) 


QUALITY PRODUCTS * “ 


expensive motor cars; expensive radios; ex- 
pensive rugs; expensive travel tours are not 
purchased out of limited incomes. It is the 
upper crust of the national pie that makes 
the manufacture of luxury items a_profit- 
able venture. Upper crust incomes come 
after 30. The great majority of Quality 
Group readers are over 30 (70%). . 


i *, o *, *, 
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in Connecticut we find some interesting mo- 
tor car figures. Among Hartford's 624 
Quality Group families total ownership is 
S807 cars Over 70% are upper bracket 
cars . . . 22% are the customary Fords, 
Chevrolets, Plymouths, ete. (two-thirds of 
these are used as second or third cars) 

only 8% in the lower-medium price range. 


, 
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HOW OLD 


2, 
Od 


AGE OF PLENTY . . . Sometimes it 
doesn’t do any harm to expound the obvious 

mass products certainly should be adver- 
tised first in mass magazines to their mass 
market. Quality products should be adver- 
tised to the free-spending quality market 
reached through The Quality Group. Don’t 
forget that The Quality Group Magazines 
are bright, lively and stimulating to their 
350,000 families, most of whom are comfort- 
ably enjoying the fruits that were denied 
them when they were very young. 
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THE QUALITY GROUP 


HARPERS MAGAZINE SCRIBNER’S MAGAZINE 
CURRENT HISTORY FORUM MAGAZINE 
REVIEW OF REVIEWS 


997 FIFTH AVENUE, NEW YORK 


the minting of a three-cent coin as 
speedily as possible. 


Welcoming the members at the 
opening of the first session Tuesday 
morning, Howard Davis, business 
manager of the New York Herald 
Tribune and president of the asso- 
ciation, summarized the problems 
created by the NRA and urged they 
be discussed fully and frankly. 


NRA Is Discussed 


E. H. Harris, Richmond, Ind., Pal- 
ladium-Item, who presided at this 
dession, thanked Mr. Davis for his 
services as chairman of the news- 
paper code authority and remarked 
that his work had been particularly 
helpful for the smaller newspapers. 

“On the one hand,” continued Mr. 
Harris, “we desired the past year to 
cooperate with the government in 
the recovery program; on the other 
hand there was no method in sight 
to provide additional revenue for 
newspapers to meet the increased 
expenses of following the NRA pro- 
gram. Publication of a newspaper 
is unlike other enterprises, in that 
the newspaper cannot pass addi- 
tional expense on to the consumer.” 

In the opinion of counsel, Mr. 
Harris said, the national industrial 
recovery act could not be applied to 
newspapers if they resisted. It was 
the wish of publishers as a whole, 
however, to assist in economic re- 
covery and the industry had filed a 
code and devoted its energies dur- 
ing the past nine months to meet- 
ing the issues it created. 


Cost Not a Factor 


Elisha Hanson, counsel for the 
A. N. P. A., was kept busy a good 
part of the day explaining the code 
provisions. Answering a question 
asked by Fred Schilplin, St. Cloud, 


Minn. Times and Journal-Press, he 
said a newspaper is a service and 
not a commodity, and that, there- 


fore, the cost of publishing a news- 
paper could not be determined as a 
requisite to setting up regulations 
to prevent sale of newspapers below 
cost of production. 

He added that there was nothing 
to prevent newspapers from getting 
together to effect economies which 
would increase the profit on this 
service. 

Jerome D. Barnum, Syracuse, N. 
Y., Post-Standard, demonstrated the 


advantages of newspaper employ- 
ment for boys by presenting two 
lads employed on the circulation 


staff of his paper, who told the pub- 
lishers themselves how their em- 
ployment had helped them. 

Mr. Barnum and H. W. Stodghill, 
Louisville Courier-Journal and Times, 


'urged careful selection of intelligent 


boys as carriers and a feeling of re- 
sponsibility on the part of the pub- 
lishers for their welfare. 

J. Noel Macy, publisher of a chain 
of newspapers in Westchester 
County, who presided at the after- 
noon led a discussion on 
means which could be employed by 
smaller newspapers in meeting the 
competition of metropolitan news- 
papers. Better coverage of local 
news seemed the most effective, it 
appeared from the recital of individ- 
ual experiences. 


session, 


Reiterate Freedom Stand 


Following the report of the presi- 
dent Wednesday morning, results of 
the work of committees was heard 
and discussed. Consideration of 
problems involved, including free- 
dom of the press, wage scales, em- 
ploye relations and employment of 
newsboys, occupied the greater part 
of both morning and afternoon ses- 
sions. 

A resolution proclaiming the in- 
tention of the publishers to hold fast 
to every right of a free press was 
introduced and passed following the 
report by Col. R. R. McCormick, 
publisher of the Chicago Tribune 
and chairman of the committee on 
freedom of the press. 

Col. McCormick asserted that if 
the newspapers had not taken their 
definite stand on this issue last sum- 
mer they would today be in the posi- 
tion of the New Jersey tailor who 
was sent to jail for pressing a suit 
of clothes for 35 cents. 

Arguing that the press could not 
be compelled under the constitution 
to accept governmental control, Col. 


McCormick cited three instances 
which he defined as attempts on the 
part of authorities to suppress free- 
dom of press. 

These were a threat of prosecu- 
tion against an Alabama paper for 
editorials criticizing the NRA, with- 
drawal of press privileges from a 
Washington correspondent who crit- 
icized General Hugh S. Johnson, and 
cancelling the blue eagle of a Massa- 
chusetts tailor who complained 
against the NRA in an advertise- 
ment. 

Col. McCormick emphasized the 
fact that the publishers were not 
fighting for the principle for them- 
selves but for people of the entire 
country. He said freedom of the 
press where the newspaper code 
was concerned meant freedom of ex- 
pression and included any freedom 
which could be abridged by a law or 
code that unreasonably raised the 
cost of production or unreasonably 
decreased the return from publish- 
ing, by any interference with the 
transmission of news by telegraph 
or otherwise, or any unreasonable 
restraint which may ever be in- 
vented. 


Labor Costs Rising 


Harvey J. Kelly, chairman of the 
special standing committee, re- 
ported that more labor contracts 
were awaiting negotiations than at 
any time in the past 33 years, say- 
ing the accumulation was due to the 
code. He warned that labor costs 
would be revised upward and pointed 
out that, while wages could be raised 
by legislation, business volume could 
not. 

The committee on paper informed 
the association that it was facing a 
monopoly on newsprint created by 
the NRA, which has authorized mini- 
mum prices based on costs of pro- 
duction, without making allowance 
for saving in manufacturing costs by 
increasing volume or permitting the 
application of individual cost figures. 

After reviewing the circumstances 
which resulted in the formation of 
the Press-Radio Bureau, the radio 
committee's report admitted that the 
plan, while incorporating many ad- 
vantages for all concerned, is far 
from ideal. However, the committee 
stated, the plan appears after a short 
trial to have been correctly con- 
ceived and capable of being devel- 
oped into a still more satisfactory 
solution. 


Flays Attacks 
on Advertising 
by Brain Trust 


New York, April 27.—There is a 
determined and sustained effort on 
the part of certain forces in the fed- 
eral government to discredit adver- 
tising and to change existing philos- 
ophy and practices relating to ad- 
vertising and to substitute punitive 
and tyrannical legislation to harass 
manufacturers and advertisers, L. B. 
Palmer, general manager of the 
American Newspaper Publishers As- 
sociation, declared in a _ statement 
made public today with the ex- 
pressed approval of members. 

The most offensive of several such 
measures pending and already en- 
acted, Mr. Palmer asserted, is the 
so-called Tugwell bill. He pointed 
out that the influence of this sug- 
gested legislation had been more 
pernicious than has generally been 
believed, as the framers of the orig- 
inal bill had already been success- 
ful in incorporating its language in 
45 codes. 

“We are also informed,” continued 


Mr. Palmer, “th a recently pub- 
lished book by Dr. Tugwell and 
Howard C. Hill, entitled ‘Our Eco- 


nomic Society,’ is proposed to be 
used as a text-book in social science 
classes for the purpose of implant- 
ing anti-advertising propaganda in 
the adolescent mind.” 


Carroll Promoted 


William J. Carroll, who has been 
with the Gamewell Company, New- 
ton, Mass., fire alarms and police sig- 
nal and instrument maker for 15 
years, has been named general sales 
manager of the company. 


ADVERTISING IN 


DAILIES UP, IS 
ANP.A. REPORT | 


Bureau of Advertising De- 
tails Year's Work 


New York, April 26.—The annua) 
report of the Bureau of Advertising 
of the American Newspaper Pyb. 
lishers Association, presented to the 
convention yesterday by Edwin s 
Friendly, bu sj. 
ness manager of 
the New York 
Sun and chair. 
man of the Buy 
reau of Advertis. 
ing, showed an 
average gain of 
21.6 per cent in 
national advertis- 
ing volume for 
the first quarter 
of 1934 over the 
. P same three 

Edwin Friendly months in 1933. 

National advertisers invested a to- 
tal of $298,000,000 in advertising in 
newspapers, magazines, outdoor, 
chain broadcasts and car cards in 
1933, according to the report, com- 
pared with a total of $345,000,000 for 
similar expenditures in 1932. 

The breakdown for 1933 is news- 
papers, 48.6 per cent; magazines, 
31.5; chain broadcasts, 10.7; outdoor, 
8, and car cards, 1.2. In 1932, the 
national advertiser’s dollar was di- 
vided with newspapers receiving 46.4 
per cent; magazines, 33.3; chain 
broadcasts, 11.3; outdoor, 7.8; and 
car cards 1.2. 

Bureau representatives made ap- 
proximately 1,500 contacts with ad- 


vertisers and account executives dur: | 


ing the year. Results from solicita- 
tions. will henceforth be reported to 
members monthly, instead of bi- 
monthly. The report cited the first 
cooperative advertising by life in 
surance companies, which appeared 
last month, as an example of the su 
cessful promotion of newspaper ad: 


vertising in which the bureau's staf | 


had aided. 
Specialized Service Given 


Specialized promotional services 
rendered by the bureau during 190° 
included personal distribution of the 
Space Buyer’s Wall Map of news 
paper cities, indentifying  bureal 
members by name, the showing 0! 
the slide film, “New Newspapers 
to groups of advertising executives, 
the preparation of promotional ai: 
vertisements for members and tle 
conduct of a number of studies ald 
investigations. 

A new development in the Bt 
reau’s service has been the initle 
tion of studies aimed particularly # 
problems of member newspapers in 
the local market. One such stu) 
reported on the sentiment of jobbers 
with respect to advertising, anothe! 
on the shopping news situation an¢ 
a third on the attitude of departme!! 
stores toward nationally-advertise?d 
products. 


Rosenberg Agency Adds 
Several to Staf 


J. Julius Rosenberg announce 
several additions to the staff of the 
Rosenberg Advertising Agency, Ne" 
York, which recently succeeded W# 
shak-Warren Associates. ms 

Alfred G. Cohen, formerly ass!" 
ant advertising manager of Lan* 
Bryant, will handle retail account 
Harold J. Carver will be in chare’ 
of direct mail. Polly Rosenberé. — 
merly with Bloomingdale’s, will 4 
rect all fashion art work. Arthul © 
Warshak, founder of the orisit® 
agency, and Lionel Berman will 
tinue in an advisory capacity. 


CC n- 


Transom Leaves Agen‘y 


Charles A. Transom is no lone 
associated with 
Transom Agency, San Francisco - 
the name has been changed to“ 
genheim Advertising Agency: 


the Guggenher 
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The most influential books and the truest in their influence are works of fiction. They re-arrange, they 
repeat, they clarify the lessons of life,“ said Robert Louis Stevenson 
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sell know the 
power of GREAT 
FICTION to stir Emotion 


Perhaps this amusing Cosmopolitan tale of a fat man and his love is GREAT FICTION 
= 
eee fO Stimulate --.perhaps it is only a ‘good story’. But at any rate, who could possibly read 


its seventy-three mouth-watering allusions, (to everything delectable from 
Desires honeyed grapefruit at breakfast to foamy hot chocolate just before going to 
bed) without yearning, actively, for any or all of them! > Today’s GREAT 
FICTION in Cosmopolitan is constantly stirring emotions, stimulating desires, 
which today’s GREAT ADVERTISERS in Cosmopolitan as constantly are satisfying. 
The wants of more than 1,600,000 well-to-do families are many and unending. 


COSMOPOLITAN 


An illustration from Cosmopolitan for May, 1934 
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Legislation on Matters of Taste 


James H. Hanley, a member of the 
Federal Radio Cemmission, who be- 
lieves that radio broadcasting needs 
to be regulated by his august body, 
and whose remarks on this subject 
were quoted at length in the April 21 
issue of ADVERTISING AGE, made one 
comment which is particularly inter- 
esting to those who are studying the 
question of how best to regulate ad- 
vertising. 


“Programs,” he said, “should be of 
wide appeal. They should avoid, par- 


ticularly in the advertising field, 
what is commonly known as ‘bad 
taste.’’ 

The purpose of laws and official 


regulations should be to protect the 
consumer from injury and to elimi- 
nate unfair competition. When the 
law attempts to control questions 
that lie in the realm of good taste, 
ethics, etc., it goes beyond its proper 
field, and the area which 
should be guarded by individual and 
group within the industry 
itself. 

It happens that most of the ques- 


invades 


action 


tions which concern advertising pro- 
cedures lie in this field. There is a 
very small body of advertising which 
is objectionable because it is fraudu- 
and which at- 


lent or dishonest, 


tempts to take advantage directly oe 


the unwary. But there is a consider- 


ably larger volume of copy which lies 


which is 
even 


in the twilight zone, but 
obviously not fraudulent, 
though there may be a real question 
of the propriety of publishing it, 
from the standpoint of the ethical 
questions involved. 

The copy may be in bad taste; it 
may be offensive to certain groups, 
or it may by inference or otherwise, 
suggest ideas which are at variance 
with literal truth. Should the law 
step in to determine the issues of 
good taste involved in this issue, or 
should not the industry itself, 
through standards which it has es- 
tablished and is capable of enforcing, 
be in a position to advise the offender 
the correct procedure? We 
think the latter plan is by far the 
most effective, from the standpoint 
of the public as well as that of the 
industry. 

Initial responsibility for the elimi- 
nation of objectionable advertising 
must, it seems to us, be assumed by 
publishers, they provide the 
channels for the dissemination of in- 
formation through advertising. <As- 
sumption of that responsibility by 
publisher groups, with a view to the 
establishment of adequate facilities 


as to 


since 


for passing on all copy which is ques- 
from the standpoint of 
honesty, good taste or other ethical 
considerations, is an immediate neces- 


tionable, 


sity. 


How the World Empties and Fills 


The greatest advertising editorial | 
ever written, in the opinion of Apvrer- 
TISING AGE, appeared over fifteen | 
years ago in the American Magazine. | 
It was written by John M. Siddall, | 
and was published under the title of | 
“Sid Says.” It has been republished | 
many times since, and still remains, | 
to our mind, one of the clearest and 
most 
the 
today and tomorrow. 

Like the famous Santa Claus edi- | 
torial in the New York Sun, which | 
is recognized as a classic, we believe 
that this editorial of Mr. Siddall de- 
serves frequent republication. Here 
it is, as transmitted by Lee W. Max- 
the Crowell Pub- 
which 


interesting expressions as to 


need for advertising yesterday, 


well, president of 


lishing Company, publishes 

the American Magazine: 
“Twenty-three ago 

Army marched to Washington. All 


the papers were full of it. 


years Coxey's 
Mention 
thirty-five 
years old and see the understanding 
in his 


Coxey to anybody over 
and his 
Well, I should say 
men and 
Just try it. 
Coxey? Who 
Looks of con- 


face. Know Coxey 
blooming army? 
so! Now try Coxey on 
women in the twenties. 
It will open your eyes. 
the blazes is Coxey? 
fusion and ignorance. 
“Coxey, you see, quit advertising. 
That is, the Coxey publicity ceased. 


And the world has filled up with 


| the 


people who never heard of him. 
Millions and millions of them. 
“That is the way with some adver- 
tisers. They speak up a few times 
and then go back to their factories. 
told ’em! 
And then old Father Time begins to 
work. And the undertaker. And the 
marriage  li- 
And 
first you know, 


with 


There, by George, we've 


parson armed with a 


cense. And the baby carriage. 
And, 


peopled 


rheumatism. 


world is new 


| bosses, new buyers and new house- 


who never heard of 
What!—never heard of 


No, never heard of you! Sorry 


keepers you. 
Incredible! 
me? 


to disappoint you. 


“Man is provided with a large 
sized ego. If he didn’t have it he 
couldn’t stand it to live. Without 


an ego he would probably take one 
look at the moon and go jump in 
the lake. Now the best thing that 
an ego does is to give you a fine 
feeling of permanence. Of course 
you aren’t permanent, and your bet- 
ter sense tells you so. But Mr. Ego 
keeps trying to make you think you 
are. What he aims to do is to make 
you feel comfortable. Nice thing to 
have around—an ego. You need him 
in your business. But don’t believe 
everything he tells you. He is the 
most agreeable and ever-present liar 
on your premises.” 
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"And how much would it come to, without the trombones?” 


Appreciates Editorial 
To the Editor: We appreciate the 
editorial in your April 21 issue in 
defense of Ivory Soap. Naturally, we 
agree with you that there are a lot 
of worse things we could have done 
in advertising the product, and we 
hope that readers of this particular 
advertisement will also find it as in- 
teresting as you have found it. 
W. G. WERNER, 
The Procter & Gamble Company, 
Cincinnati, O. 


7 = F 
Fights Restrictions 


on Signs for Beer 
To the Editor: After a thorough 
study of the state laws governing 
sign advertising, we are thoroughly 
convinced that the brewing industry 
has been severely penalized by regu- 
lations in different states which pro- 
hibit the use of signs in dispensaries. 
The evil consequences of sign pro- 
hibition tend to become cumulative 
and we believe that the entire in- 
dustry should join in making a con- 
certed expression of opinion regard- 
ing the unfairness of these regula- 
tions. 


We have introduced a campaign 
against the prohibition of sign ad- 
vertising in our current issue and 


we have received a very favorable 
response from the industry as a re- 
sult of our effort. 
HarrLey W. Barciay, 
Managing Editor, Modern 
Brewery, New York. 
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A Question About 
Aunt Jemima’s Daddy 


To the Editor: The Rough Proofs 
reader’s letter in your April 7 issue 
commenting on the superfluity§ of 
commas in a car card amused me 


highly, for I have been annoyed by 


just the opposite (the omission of 
commas) in ia 24-sheet display near 
here. 


A youngster exclaims, “Aunt Je- 
mima’s Daddy!” but the 
tainly doesn’t look like her father 
not even a 57th cousin! 

AN INTERESTED READER, 
Philadelphia. 


man cer- 


Plastic Photography 
To the Editor: Your issue of April 
14, page 21, carries an article en- 
titled, “Plastic Effect Now Obtainable 
by Photography.” 
I refer you to “Victor News,” issue 


FOR THOME WHO OGRE DL UMMOSTIN RAY 
PROTECTION THERE 1 ACAI ABLE THE XP SERBS 


$200 ty AA gece that Sine Hatha ont 
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of February, 1934, in which appears 
what I believe to be the first plastic 
photograph published in the United 
States. 
L. B. PAMBRUN, 
‘Editor, “Victor News,” General 
Electric X-Ray Corporation, 
Chicago. 
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National Alphabet 


Blotter Scores Success 


To the Editor: 
ested to learn that the attached ‘re- 
covery alphabet” blotter, giving the 
abbreviations and full names of the 
humerous government recovery or- 
ganizations, has provoked more in- 
terest and favorable comment than 
any blotter we have created during 
the past 25 years. 

In reading current newspaper and 


magazine articles relative to the re- 


covery program, we_ experienced 
much difficulty in keeping the 60-odd 
alphabetical organizations clearly in 


You may be inter- | 


hrough APVERTISING AGE. 


| No. 590. Which? 


An attractive pictorial representa. 
tion of the newsstand sales of the 
six women’s magazines, showing Me. 
| Call’s larger newsstand circulation in 
| unique fashion. 


No. 591. Standard Market Data and 
| New Information About St. Louis, 


| A compact folder, suitable for 
| permanent filing, replete with maps, 
| charts and statistics on the St. Louis 
market. Also contains complete cir- 
culation and advertising statistics on 
the St. Louis Post-Dispatch, by whom 
it is published. 


No. 536. Up-to-date Facts About the 
Ladies’ Home Journal. 


A tabulation, in booklet form, of 
salient features about the Ladies’ 
Home Journal. Includes a discussion 
of circulation, editorial content, helps 
to advertisers, etc. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
production, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 525. Gasoline, Motor Oil and 
Grease in the Food Field and In. 
dustrial Lubrication in Food 
Plants. 


A study of the markets for these 
products in the food manufacturing 
field, the types of executives con- 
cerned with their purchase, and the 
coverage of Food Industries, by whom 
| the studies are published. 


| No. 544. Mouse-Trap Manufacturer 
| Stages Come-Back. 


| An interesting and _ entertaining 
| story—with a moral—of a gentleman 
| who “constructed a broad, paved and 
well-lighted highway to his door,” 
with a simple explanation of how 
he did it. Published by American 
Telephone & Telegraph Company. 


No. 580. Statistical Survey of the 
Fourth Market and Coverage Maps. 
Complete statistics on trading 
areas, population, radio homes, auto 
mobile registration, and number of 
listeners in the Detroit area. Also 
includes complete maps showing day 
time and nighttime coverage of WJR 
by whom the folder is issued. This 
station also has available companion 
folders analyzing mail return, ete. 


mind. It occurred to us that other 
business men were also encounterillé 
the same difficulty, hence the intro: 
duction of the “recovery alphabel 
blotter. . 

The unprecedented demand for this 
blotter indicates that it is fulfilling « 
genuine service — and incidental!’ 
publicizing the CPBM—Comptomet®! 
Peg-Board method. 


R. F. DRAKE. 
Advertising Department, Felt & 
Tarrant Mfg. Company, Chicaé® 
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| Description 7 
To the Editor: It makes mé - 
good to see advertising help 5° detty 
get a lady’s number as here, on 
Christopher Morley’s ‘“Humat Be 
ing:” ; 
“Daisy’s hair of brief rippled br’ 
her agate eyes, her large resour’® 
of white skin, were peculiarly wf 
pressive to those who knew * 
slightly. Like a good advertiseme”” 
she had plenty of white space - 


C. Ratpu Benyet 


ei ee 
Lee! . 


ia 


ey ee 


Oa ihe? bo Fis ba TOS tat * 


Syracuse, 


ge eT ie ie Git ste ee ED igh ita, ote ME ne: Sith eid GC en OER OC © See air ae Se ) CE RAM cee NS 2 Leese Pay Ea Aa a 
Rat a -- aa ae = <a f es : meee r ee ae Tape oe geal: gk ae =e eee a Seay ingen : Pectin ca, sual eae Ae CP ree a oat ae *. _ Ae gf 
OE, Sp sea ne © od ae. seit ae See Slblaae e c Kae Sone | teats eke VE ae he Pies pas Th Or oo poe ipo le i Big eae 
Rigen Ped ame Bn, aes mts ie Pre ‘2 eee ote €is: i ihe Jo ak Le as eee. 2 a ls +: ie tel ee 
MFA _ Ages <. Sa ait ‘4 ia ’ , y : eed p i * Aste eae 4 3 e ew, \ 4 t + A) na a: a t “ ' “eal » 3 ——* : 4 : " ‘ ae) 
og 
pe Sh — 
ier en 
3 lat 
Soe G 
». Y 
Be 
\ ‘ 3 5 ee ’ 
! at | ~ 4 \ Ny = \ ~ r ! ~~ | 
a en een EE EEE —— 
e pai . : 
. ; ee 
45a 
meee sii, 2 i — NEE 
yg a 
a ee | 
me, : v : 
aan es |= P| 
Sones ts PY 
aie 
siege ee 7 
oe ¢ ee 
is : { = ¥ "tidy S * et t y . ' t 4 J  (T 
me. Pena a ‘ ao Fan! WA am SS a \ 29xe 
e a 2 RY \7 | > ae - lon h | ek a ayF. 2 nS rs. S24\, | \ Pay § 
+ +. < a - . — _-< ‘a iS 
ee, Pe Pe ee NW OU es ie ‘ant Ss MB} (Ve 
eae Ve VAS GLA Se! i [CS et 
Prob : r 4 . , » \’ if 
. RE eee ¥ 1( ~~ CE, Cele | Gen WEL \ | ? wv) | PAS a ee 
5 a aS ) Pr “Sr v f — f 3 i >] 
‘ as Fe PW Sh, YG: \ S ~ ANS ( in f & LN ble 
Sap Van VT) / } Wa’ x Tho \ 1 CL 
Se se ie AN, HYEAT Oe tc Z > L-e ag Ws 
peg ae oy. t Shak J \ \ ae | ek ee \ > \y- (CP AS Ap ( ty vs ) 
eS Shri N\A eS peal as 
Mgr i s Te ead Re aS ae —___ a, a A 
a ven Sm | F —— ae ath Ww) \F? \ Vu ‘ { Cc? pe 
a eS \ oe, ; 7 PW \ fa ¥ Sop Se) See ae < 
Ye dl t 44 ¢ ah, ™ SG / ; yop & s, 
Me ss. ah 6) a Oe A SA | HLA Ne . A: al Se Lee se 
ee yo + 1 \%) “<I  \h / ~ \ ay ~ af 
* See x 4 ‘ \ \ — ? 
; : e\ A “Vv \"*. 14 Ash. pO oS 
ee {f SB Le) AVY W\ Vhs », MNS <M 
aN he ae ee W473 \ eS \ ( + (<A NN -/ 1 SS 
Be ee ( ( \ MV VN een tS LOS Bla) 27 © TA 
one as sae _\ ee [~ py - - \ ~! S ia —{ IM 7 \ | é 
Baia ye “4 al Sy 4 J byJ — > NLA l oer Re | : 
ee 5 fe Nw LH | rn) | . 
Ae ij Joy ‘ —— ” . 
7 eae AL ™‘~ , \ Ny T)> 2s 
Ne See —| “~~ JE Va \ 
ae es I! / = 4 : 
si, \ | { ' jek 4| l 
= Ss HY SS hud Se 
Ey C wa Pty aH Ny 
- — Lr | xX ( FS Ps 
- \ f . 
ON beers L- ‘ 
. ——t i 
; ee as ie : 
; _ 
: ea — al ok — = f 4 
iL. tpl aa . wv : 
* homey ecm 4 . x 
ee): ila x ee ee ae ee ae —— — ae 
ees a Sf 
“ae | 
ee , 
“a ® 7 
= oice of the vertiser ’ 
ar eer ¥ 
r. at . + 
Li SU ae Ne pee a 4 
ih oe A tn | a3 
ay a 4 
a5 4 
<hKE bp 
i cee) Wigs 
Pe og 
Siete 
sstcadaale 0 
— m 63ORB — 7 | 
} 1 a. cea ; 
i | THE NEW — oe 
i wl os Z ‘ | | ORI ce ao) r r. Fi a é hear ae 
ae eae Baers ys peed ss Be ee 
een io nj rae ava.’ 
oe ms A ; 
ne ae FINE FOCUS | 
rast: Low Price | 
ates P 3 
oe eal 810022] 
ae 
we yee . 
i A GENUINE | 
a . | 
Pe OOLIDGE TUBE 
§ Be prey | | 
Pee phe: ah : 
ihe te - That Will Appeal To | 
a Een ‘ | 
bs ee ce aM “ae - is 
tt, ae | Bees Thee he here bone P eterny 
fake ng rs paid MA os “Saree 
ce nee Sagciwrs) [sa-—as ss) (coe 
YT eR oe he P 
oe Sits? EES) Sy 
7 * SeEetSn| SESH FSS 
oe i a : ee ma ee 
yer se i . 
Beda cae OF COLO TUN aeRO Wt i FLUOROSCOPY 
Pe Whe onc cye yon | eneted) $208.90 jwarerconindl Wie ROTTER thearoreoey 
iain e $225.00 90TH OF WHICH CORPORATE A codaula cael | ee 8 , 
oP a Me SORA ROP ROMER ON a hen ———— ve 
ma } | 
ne | | re 
| —j— sid — ™ ™ 
: 
a ee 
: BS ie 5 ~ : 
‘ | 
7 
te a 
ee | : 
} a 
| ee 
ie 
" Ra = 
ae a 
“oy Ye 
Oe 
ail a | SE 
‘ae ewes, 
, .. See . 
> ian ee 
way ee ’ 
Bis shes axes 
eet : : 
ae eee Le Se Ree fe ee ei en ee EN eh ft ata ey Se MS SR fo Ne BO aN atari Ae Sa eh oP a ai as 1S a ee ama ae chee od ota 
ees rae atin Sas hs al ve « Ape ie Cem eS ote ne iy oe oe prea se Teen Tee Nag say Met a eT ear hs Se Be eee igs Ss GRY A ere pen as ~ + SNORE Rome Mla ue ne putea | Fath at Supe The ee eas Sc a SY mane |. eae a Bran Me 
oe agile ee en se CU ELIS Mena eee oi ee Vee, She APD en th ik nt ray Pt gatgs RRP EROS, oc ciaellat scone MO a co Te ene eens ARTES (7 ke RRR AL str IY CS RC RR, eR eee a 
et Hi . IES Tin” She TSR A Pg Maa onl 00 2 | UC RRA Er LN Sig ar ENON Rak Stan 2 SEG NChg 2 cian Ati SoC ON a eS ro So) ee RE el ee aon a SOR AL Ae ke a CR Ua ape? a > ny i aime a eae SRO ee RPS 


furer 


ining 
2man 
| and 
oor,” 
how 
rican 
ny. 


f the 
Maps. 
ading 
auto- 
er of 
Also 
x day: 
WIR. 
This 
anion 
etc. 


other 
tering 
intro: 
abet” 


or this 
lling 4 
ontall! 
ymeter 


SAKE. 
Felt & 
hicag’ 


6 * 


- 
; 

e 
= 3 


WSS 
nts 


wd 
ra 


~~, 


...1n the percentage of TOTAL 
DISPLAY ADVERTISING in 


Chicago daily newspapers . . . In 
the years when smaller advertising 
budgets had bigger jobs to do. 
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ADVERTISING AGE 


April 28, 1934 


Uneeda’s Boy in 
Raincoat Breaks 


Into New Drive disappeared from all but one or two 
| 


New York, April 26.—The trade- 
mark of the boy in the raincoat, ab- 
sent from newspaper advertising of 
National Biscuit Company for three 
years and employed in other me- 
diums but little during that time, is 
being featured in newspaper cam- 
paigns begun this month in Chicago 
and this city. Chicago copy adver- 
tises Uneeda graham crackers and 
Premium Flakes, while the local ef- 
fort is centered on Uneeda Biscuits. 

Some of the advertisements em- 
ploy a testimonial from the trade- 
mark as text, the illustration of the 
trademark in such instances occupy- 
ing half the depth of the copy. The 
trademark is smaller but prominent 
in other cases. The text of one testi- 
monial advertisement reads: 


“This business of baking ‘Uneeda | 


Bakers’ Graham Crackers is lots of 
fun. People enjoy them so much— 
and we're not surprised.” 

George Oliva, advertising manager, 
said no particular plan is followed 
in employing the trademark in ad- 
vertising beyond seeing to it that it 
is featured at intervals frequent 


enough to make sure the public will 
not forget it. It is used regularly 
in point of purchase advertising, al- 
though all pieces do not include it. 

The fact that the trademark has 


of the company’s many packages in 
the course of modernizing processes, 
he added, does not signify that it is 
not regarded as more valuable than 
| ever. 

The trademark was created in 
1901 by N. W. Ayer & Son, Inc., for 
Uneeda Biscuits, the first packaged 
cracker. It was designed to 
| merchandise a new moisture-proof 
wrapper. The boy in the raincoat 
carrying a package exposed to the 
told a startling story in those 


soda 


| rain 
| days. 

McCann-Erickson, Inc., 
the current advertising 
| the trademark. 


is placing 
containing 


Peanut Eaters 
Given Lighters 


| 
| New York, April 26.—Sale of 
Planters peanuts is being stimulated 
by an offer of a cigarette lighter at 
cigar store counters, the deal giv- 
ing the retailer a larger profit than 
usual. 


Consumers can obtain the lighter | 


by submitting as evidence of their | 


regular patronage five Planters pea- 
nut sacks or the waxed inner wrap- 
per of their peanut bar and paying 
50 cents. 

Dealers purchase the lighter at a 
reduced cost. Planters Nut & Choco- 
late Company allows the dealer 
four lighters for every two cartons 
of peanuts purchased. The extra 
profit runs about 13 cents to a box 


of 24 sacks of peanuts, which, as one | 
dealer puts it, is a much better profit 


than gained through cigarette sales. 
The lighter has permanent adver- 


tising value to Planters, because it | 


is shaped and finished to resemble 
a very large peanut and has a deep- 
cut “Planters” imprint. 


Publicheve Attaeh 
Ban on Dental Copy 


The New Jersey Press Association 
has announced it will test the consti- 
tutionality of the new law in New 
Jersey which forbids advertising by 
dentists. 

Walter M. Dear, treasurer of the 
Jersey Journal, Jersey City, has been 
named chairman of the committee to 
initiate action. 


Harry J. Meyer Dies 
Harry J. Meyer, vice-president of 
Bush-Krebs Company, Louisville en- 
graver, died April 22. He was 54 
years old. 


ate of Jowa ~ 


as densely as The Detroit Sunday News covers 


the city of Detroit. 


as The New York Sunday 


Tribune (combined) cover 


lork (five boroughs). 


as The Boston Sunday Herald 


of Boston. 


Times and Herald- 


the city 


of New 


covers the city 


{. B.C. city populations used, 


The Des Moines 


Register and Tribune 


Now Quarter Million Circulation 


Borden’s Irradiated Vitamin D Milk 


Dectors tell vs most city people ere served ter Vitamin D 
the bunching Vitemen. 
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This Borden advertisement is typ- 

ical of newspaper copy now being 

run in Chicago by several of the 

large local dairies to introduce 

irradiated vitamin D milk to the 
public. 


McGraw-Hill to 


Pay Commission 
on Two Papers 


New York, April 26.—-Advanced 
features of newspaper and magazine 
layout are being combined by 
Electrical Merchandising, published 
by McGraw-Hill Publishing Com- 
pany, in a new format with a type 
page of 10% by 15 inches, effective 
with the June issue, The type page 
was formerly 7 by 10 inches. 

The announcement of changes in 
publishing policy included notice to 
advertising agencies that Electrical 
Merchandising and its allied publi- 


cation, Radio Retailing, will pay 
agency commission to recognized 
agencies. The policy on agency 


commission affects only the two pub- 
lications of McGraw-Hill Publishing 
Company. 

The new plan for Electrical Mer- 
chandising involves generous use of 
photographs, new typography and 
an extension of news services. To 
increase the appeal to executives of 
the diversified outlets now engaged 
in retailing of electrical merchan- 
dise, unique methods of breaking 
down editorial content have been 
adopted. 

A general news summary will oc- 
cupy the leading position in the 
Magazine and news treatment will 
be given developments in various 
product fields under appropriate 
heads. There will be a department 
offering selling counsel to retail 
salesmen, “For Salesmen Only,” a 
review of promotional activities car- 
ried on by leading retailers during 
the month, a page of personalities 
and other features. 


Develops New 
Tint Process 


Chicago, April 26.—The use of tint 
blocks by newspapers so that users 
of small space, both display and 
classified, may secure an extra color 
at little extra expense is made prac- 
tical by a new plan known as the 
Delson AdTint Plan, according to 
Louis Delson, who developed the sys- 
tem. 

Under the plan newspaper publish- 
ers would be able to supply a second 
color, in tint form, in any size or 
shape on certain pages, so that spots 
of color or solid tints might be given 
any number of small advertisers on 
the same page, with little additional 
charge over the black and white rate. 

According to Mr. Delson, the plan 
is entirely practical from a mechani- 
cal standpoint, and involves little 
additional trouble or expense for the 


newspaper. 


AGENCY FINANCES 
IN BETTER SHAPE 
COMMITTEE FINDS 


New York, April 26.—The finan- 
cial condition of national advertis. 
ing agencies has shown a marked 
improvement the past year, accord. 
ing to the annual report of the com. 
mittee on advertising agents sub- 
mitted to the convention of the 
American Newspaper Publishers As- 
sociation this week. 

The fact was noted in connection 
with the statement that there have 
been no cases of failure of agencies 
on the A. N. P. A. recognized list to 
which the attention of members had 
not previously been drawn. 

“The efforts made during the past 
few years to discourage the giving 
of circulation guarantees have been 
productive of gratfying results,” the 
report stated. 

“A few agencies issue contracts 
as ‘agent for the advertiser,’ thereby 
relieving themselves of liability for 
advertising published on their order. 
It is suggested that all contracts be 
carefully inspected before accept- 
ance and any containing such provi- 
sion be immediately refused. 


Future Orders Deplored 


“Another practice indulged in by 
some agencies is an attempt to force 
publishers to maintain a given rate 
for a period of one year from the 
last order issued under the contract. 
This is for the purpose of avoiding 
future increases of rate. Your com- 
mittee urges the closest scrutiny of 
all contracts not in acordance with 
the present general practice as in- 
dicated by the standard form of con- 
tract. 

“During the past year an advertis- 
ing agent has been indicted for is- 
suing a grossly false financial state- 
ment which resulted in loss to pub- 
lishers. Trial in this case will be 
had in due course. Last year an- 
other agent was convicted for a sim- 
ilar offense.” 

As of December 31, 1933, 479 agen- 
cies were recognized by the A. N. 
P. A. 

During 1933, 33 applications for 
recognition were received; 22 were 
on hand from the previous year; 26 
were recognized; 12 were refused: 
two were tabled; six were with- 
drawn; three did not meet require- 
ments; six are pending. Recogni- 
tion of 34 was cancelled, and recos- 
nition was transferred on request 
of 18. 

Based on financial statements re- 
ceived, the committee increased tlie 
ratings of 24, decreased the ratings 
of 124, removed the ratings of 2’ 
and substituted code numbers, and 
secured personal guarantees from 
officers of eight. 

Since Jan. 1, 1934, 16 applications 
for recognition were received; eight! 
were carried over from 1933; eight 
were recognized; four were refused: 
seven tabled; three withdrawn. Rec 
ognition was cancelled in the casé 
of 14 and transferred on request 0 
seven. 


Liquor Products to” 
Gotham Advertising 


Garcia Sugars Corporation, Ne* 
York, distributor in the United 
States for Bolero Cuban rum, has 4 
pointed the Gotham Advertisi=® 
Company, New York. 

Another new client is Thoms: 
Bruni and Son, West New Yor: 
N. J., manufacturers of Casa Brut’ 
vermouth, cordials, grenadine 8° 
other liquor products. 


Contests Started 


Two prize contests, one for Vv?" 
tion photographs and the other f! 
vacation descriptions, will be ©” 
ducted by the New England Count! 
in its promotion of the 1934 vacé 
tion theme, “This Year, Visit 
New England.” 


Rooker Passes On . 

William Velpeau Rooker, ad 
founder of the Omaha World-Her™ 
died late last week at his home ® 


Noblesville, Ind. 
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“g* Trade Marks and Brand Names are part of the education of every American. 

oe Even youth does not choose to buy when substitutes for branded merchandise— 

uire- in plainer language, familiar merchandise—is foisted upon it. Witness Junior 

nee Morton’s inelegant reply—‘‘Nuts.” 

juest 

s Te Junior Morton is a typical AMERICAN boy, a member of a typical AMERI- 

Pa CAN family, the Mortons. This family, and the 450,000 other families who read 

yt the Chicago American nightly, know what they want, and buy what they know. 

haa Representing more than half the total purchasers of food in Chicago, their accept- 

pore ance of your product is necessary for the successful merchandising of food in A 

igh America’s second largest market. . 

r Leave the American off your schedule, Mr. Manufacturer, and you leave 

| your dealers (in reality, your Chicago salesmen) with only half a market to shoot 
at. That would be tough on your dealers. But much tougher on you! These 

ising dealers, at least, have other merchandise that is selling — your competitors’, for 

Nee example. A word to the wise is— advertise. 

: [ ine 

Thomas 

Brust 
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ICAGO AMERICAN 


be eo --- gives 450.000 families Buying Ideas 
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isit A! NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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fused and dissatisfied with the sit- 
uation still obtaining several months | 
after repeal, Mr. Davies pointed out. 
The educational work necessary for | 
the protection of the distilling in- 
| dustry is in the nature of public in- 


denced in the past few months. 
Scotch distillers would be included 
in the program. 

The agency which may avail itself 
of the cooperative liquor advertising 
opportunity logically might be one 


BIG OPPORTUNITY 
ee IN LIQUOR FIEL 


formation on what constitutes good | which has gained an accurate knowl- 

|and bad liquor, and how to separate, |edge of the situation through its 

SEEN FOR AGENC figuratively, the sheep from the| services on behalf of a liquor ad- 

goats. | vertiser, or advertisers, in the past 

e os Must Be Cooperative few months, he said. Some agen- 
. ‘ ‘ |cies already have a wealth of re- 

= Davies Believes Cooperative As it is, the reputation, which dis-| search results which readily could 
‘tillers in general are more anxious | form the basis for further planning 


|than ever to hold on a high plane, is 
| being threatened by many brands of 
unaged whisky Dissatisfaction 


and selling a to distillers, 
he points out. 


Details on the new Seagram cam- 


program 


Drive Is Inevitable 


New York, April 26.—A big op-| among those who favored the repeal | naign were not available late this 
portunity awaits some smart, aggres lof the eighteenth amendment over! week pending approval by officials. 
sive advertising agency in the liquor | the inferior products, and headaches | preyious statements by Henry I. 
field where an educational problem | produced by toxins which aging | Peffer, chairman of the board, indi- 
too large for any one firm to under-| would remove, leave them open to} cate that it may undertake correct- 
take single handed is begging atten- | the influence of those interested in| jng the erroneous public conception 
tion, David M. Davies, advertising | reinstating prohibitory legislation. ,of blends. The company plans to 
manager of Joseph EK. Seagram & | The advertising effort is too large | pring out blends of not less than 
Sons, Inc., said in an interview with | for one firm to undertake, Mr. Davies | four year old whiskies some time in 
ADVERTISING AGE this week. believes. The agency which would! May. 

Seagram bids fair to be one of|seize the opportunity would have to | : a 
the ania whisky advertisers in| develop plans for the cooperative or- | Unique Booklet Distributed 
the country this year. The Cana- | ganization of distillers to undertake} Aside from the preliminary cam- 
dian distillery expects to start its|the effort. paign in newspapers and magazines, 


The inference of Mr. Davies’ state- 
ment is that educational advertising 


used to fill in while distributing ma- 


first general campaign within a few 
| chinery was being established, con- 


weeks. It plans to spend at least 


$1,000,000 on rye and bourbon ad-| would contribute very definitely to | siderable success has attended a new 
vertising this year. The agency is| product improvement in the price kind of recipe booklet, entitled “Fun 
Geyer-Cornell Company, Inc. ranges that are popular, and in| at Cocktail Time.” 

The public continues to be con-| which greatest abuses have been evi- It was featured in the most recent 


° 


At left—Displays of food 
yroducts advertised in 
“he Oregonian are main- 
tained in the model 
kitchen. 
Above-—Recipes tested in 


nally passed on here. 
From 9 to 5 daily The Oregonian home economics staff 
welcomes housewives inspecting the model kitchen. 


Another evidence of Oregonian plus service to food advertisers 


In providing the finest newspaper model 
kitchen on the Pacific coast, The Oregonian 
is rendering a service of great assistance to 
both housewife and food advertiser. 

The housewife has the opportunity of seeing 
the display, demonstration and use of Ore- 
gonian-advertised products under the direc- 
tion of a renowned home economics depart- 
ment. The Oregonian food advertiser has the 
privilege of displaying his merchandise and 
of having his product demonstrated to inter- 
ested women. 


housewives last year received directly advice 
on foods and household problems from the 
home economics department. 

Mr. Advertiser! Inquire how the interest of 
women in The Oregonian can be used to best 


reach the rich market served by Orgon’s most 
influential newspaper. 


THE SWING IN FOOD LINAGE 
1S TOWARD THE OREGONIAN 


1933 Local Food Linage 


; re ee a eee 79.14% Gain 
Incidentally, The Oregonian’s woman audi- i 2 31.77% Gain 
ence is a tremendous one—over 170,000 Second Paper.......... . .003% Loss 


/ 


Che O 


r regan 


PORTLAND, OREGON 
J. T. CROSSLEY, Advertising Director 
National Representatives, VERREE & CONKLIN, 


Inc., New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Frarcisco, New York, Chicago, Detroit, Los Angeles 


O F A M E RIC A’S GS & EB A FF NEWSPAPER S 


the model kitchen are fi- | 


| full page Seagram newspaper adver- 
'tisement. Thirty thousands requests, 
|each accompanied by five cents in 
| postage stamps, were received in re- 
ply and a number of leading hotels 
and clubs have requested copies for 
distribution among their guests and 
members. 

Departing from the usual form, 
Seagram's added material that would 
enliven the cocktail party while the 
first drink was being mixed and 
thereafter. Opposite recipes on left 
hand pages are illustrations and 
spicy descriptions many simple 
tricks. 

Julien J. Proskauer, trustee of the 
parent assembly, Society of Amer- 
|ican Magicians, and possessor of 
list of memberships in 
clubs and brotherhoods here 
_abroad, was retained to write 
Fawn Art Studios handled the art 
work. Illustrations were by John 
Whitcomb. The entire work was di- 
/rected by Mr. Davies. 

The recipes were obtained from 
stewards of exclusive taprooms the 
world over and are credited to them. 
Smartness was the objective. Color, 
predominant in most recipe books 
published since repeal, was avoided. 
Whitcomb’s technique in this book, 
including white line on 
black background. 


of 


and 
it. 


covers, is 


Canadian Booklet Different 


Price-marked 50 cents, the book- 
let was published with the idea of 
selling it to dealers at the nominal 
sum of five cents. First printing is 
100,000. Initial consumer response 
within a relatively short time leads 
to a contemplated distribution of 
1,000,000. 

Interesting comparison of Amer- 
ican and English advertising effec- 
| tiveness is made in the book. Its 
Canadian counterpart is a loose-leaf 
type. Four-page leaflets are issued 


from time to time advertising Sea- | 


gram products and recipes of inter- 
nationally famous stewards. A flexi- 
ble, simply designed cover is  pro- 
vided. Customers are sufficiently in- 
terested to post recipes that meet 
their favor in the cover by means 
of gummed tabs at the fold. 


Romance Group 
Of Magazines 
Gets New Name 


New York, April 26.—Effective im- 
mediately, the name of the Romance 
Group is being changed to Macfad- 
den’s Women’s Group, which the pub- 


lishers feel will more accurately 
reflect the type of readership repre- 
sented by the magazines in the 
group. 

| The magazines in the group are 
| True Romances, True Experiences, 
Dream World, Movie Mirror and 
Radio Mirror. Current circulation 


| delivery of the group is declared to 
‘be in excess of 1,500,000. 

| Decision to change the name of the 
group follows completion of a survey 
}among readers through 3,000 house- 
| to-house calls, which was made by 
William Keenan Research Organiza- 
tion. 
report covering living standards, 
|! brand buying habits for a wide va- 
riety of commodities, and other 
valuable data will be made available 
within a few weeks. 


Three to Fitzgerald 
The New Orleans office of Fitzger- 
ald Advertising Agency, Ine., has 
| been named to place advertising of 


Louisiana Power and Light Com- 
|;pany, Algiers, La.; Latin American 


| Liquor Company, New Orleans; and 
| Myles Salt Company, New Orleans. 
| — - 


Doyle Is Named 

| George H, Doyle has been named 
} eastern advertising representative of 
Modern Medicine, with headquarters 
}at 11 W. 42nd St., New York. He 
was eastern manager of Clinical Med- 
icine & Surgery, Chicago, for ten 
years, 


‘ 


Two to Don Watts 
Advertising of the General Paint 
Corporation, Hill Hubbell division, 
Tulsa, Okla., and Paramount Mtg. 
Company, also of Tulsa, has been 
placed with Don Watts, Advertising. 


a | 
magicians’ | 


TYPE STRETCHER 


SIMPLE INVENTION MAY CHANGE PUBLISHING METHODS 


TYPISTS CAN NOW SET ALIGNED | S#mlar Invention — | Newspapers Now (ssn 


Sought by Literary Lattmeng apt 
COLUMNS ON TYPEWRITER Digest D ya 
New Typeenter Types Like Pramang Sanam Repered Owed 
Tepes Beane Devetaped ee ee 
Senate Nee pepe 
4 lavestment Requeed 
New Ts pugraphe Stunts 
Process Cat 
Reports & | . 


New Litho Copy 

Service Marted 
letetype bquapeneet 

Cas Lee New Proce 


Sample of perfect alignment of 
typewritten matter possible with 
new "stretching paper." 


Stretched Type 


Possible With 
New Invention 


Newark, N. J., April 26.—Type that 
literally stretches to fill a line 
possible, so far as typewriting is con- 
cerned, through use of a special 
stretchable paper developed by Joseph 
SpielVogel, of Joseph S. Vogel & Co, 
here. 

According to the inventor, any typ- 
ist can produce perfectly aligned 
columns of copy with an ordinary 
typewriter, without any special care 
or mechanical attachments. A simple, 
inexpensive piece of stretchable pa- 
per does the trick. 

Mr. SpielVogel’s method comprises 
use of finely crinkled and _ slitted 
paper which is cemented to a back- 
ing sheet. The typist writes on this 
paper in the conventional manner, 
and the aligning is done after the 
sheet is taken from the typewriter. 
The right end of each line of type- 
written copy is lifted from the back- 
ing sheet, stretched to the required 
uniform width, and is then replaced 
on the backing sheet. 

The special cement used remains 
permanently plastic, according to the 


is 


|inventor, and the aligning operation 


A complete copy of the basic | 


may be performed by the proofreader 
or some other person without appre 
ciable loss of time. 

A feature of the paper is that char- 
acters do not appear distorted when 
the lines are stretched. Instead, the 
spaces between each letter and word 
are enlarged proportionately, produc: 
ing results which are said to 
superior to that secured in typeset 
ting, where it is sometimes necessary 
to leave large spaces between words 

Possibilities of the device are limit 
less, according to Mr. SpielVogel. 
who visions catalogs, booklets, mail: 
ing pieces, etc., produced in this mal: 
ner by photo-lithography. 


be 


. 
Four Men Appointed 
By Frigidaire 

Four men have been appointed 
new positions in Frigidaire’s nationa! 
organization in an expansion of Ue 
air conditioning activities. 

J. J. Nance, manager of the sales 
planning division, has been name 
manager of the newly formed @! 
conditioning division; J. C. Chal 
bers, sales manager for air conditle! 


| ing products, is sales manager ol t 


new division; 

L. E. Smith, head of the sales ¢ 
gineering and refrigeration app! 
tion division, has been made me 
ager of a section devoted to 5# 
engineering and application of “ 
conditioning products; and Frank! 
Lyons, associated with the cents 
office, becomes director of ail ‘ 
ditioning education. 


To Grace & Holliday 


Universal Harmony Petroleum © 
poration, Detroit, has , 


sale> 


appoll 


Grace & Holliday to handle @ 
paign for a new motor fuel, - 
mony Gasoline—Musie to your 
tor.” Newspapers, radio and @" 
mail will be used. 


“Guildsman” Appeas 
The first issue of the “Guildsme™ 
official publication of the 
Body Craftsman’s Guild, has © 
published in Detroit. It will be! 
lished monthly. 


yet 
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ADVERTISING AGE 


HAT ARE YOU 


RECOVERY PROGRESS 


Significant changes in selected business series, typical of gains made in the first 
quarter of 1934 compared with the same period of 1933. Some increases may 
overstate the comparative recovery achieved, but the broad scope of the gains 
offers convincing evidence that we are on our way out of the depression. 


Business Week Index 


Our composite yardstick of leading indicators which takes account 
of seasonal and growth factors makes a modest gain. 


+26% 


WAITING F : 


In this chart-table, Business Week confirms edi- 
torially the widespread rumor that business is 
better. Our very intelligent readers, who watch 
the Index closely and read the paper carefully, 
have suspected as much for some time. But here 
is the first opportunity to measure with any accu- 
racy how much better business is this year than it 
was last year. 


l Construction as ; ; 
Fostered by public funds, contracts for public works and utilities ac- No politics, no guesswork entered into this prog- 
count for 56% of all construction in the 37 states reporting to F. W. : rg 
Dodge and increased 235% in value over last spring. Private awards ress report by our painfully honest statisticians. 
it ated Aae 
are perking up, too. Residential buildings worth 45% more than early P : 
is 1933 and non-residential buildings worth 84% more are good signs. It is not an estimate or a hope but a record of 
7 Steel Production gains already made. Regardless of politics or 
al Aut bil blies gave steel the first impetus, lifting it from the sagt 7 ; ; 
yh 15%-of-capacity rut of March, 1933. Now misccllaneous and railroad policies, it can now be admitted that things are 
‘0, consumers are lending a hand, and public projects ought to turn up, I ki 
Automobile Production © — ooking up. 
‘p- Credited as the recovery leader, motor production has already dou- 
ed bled ite ena pt 1933 output, in spite of a late start. And the We are happy to add that Business Week shares 
d quarter looks even better, barring strikes. 
ry second q . s 
és Bituminous Coal +39% in the recovery progress. Business Week adver- 
le, term cold weather plus industrial expansion turned losses into tising for the first quarter of this year is up 50.4% 
ne profits here. ? 5 
€ Anthracite Coal +53% n dollar volume, 47.9% in lineage over the same 
ses en a old bin twice last winter. + 1 4 period of last year. Qur Index, as you can see, 
ted ectric Power % " - , : 4 - 
ck- Weather conditions and increased activity in steel and motors stimu- gained 26 /O in that time, SO Business Week gains 
his Ca = i +21% are almost double those made by business as a 
Ler’, arioadings ° 
the Large gains in coke and ore loadings reflect revival in steel, while +71% COKE whole. 
ter. construction and CWA projects increased lumber shipments. Gen- +49 % Ras, ale a acti ‘ i 
ype- eral industrial pickup and cold weather stand behind coal and miscel- : ° The realistic tabulation shown at the left 1S the 
‘k laneous gains. The last 3 groups made the smallest gains, are the only 31% COAL : - P " 
toe ones falling behind the first quarter of 1932. Truck transport found Peron SNCMLANBES kind of thing, incidentally, which makes Business 
rer a field here. ° : E z 
ve Cree Ce rerenenet Week so directly useful to its readers. It is a 
| small sample of the service which has brought 
ains : . + 
the Wholesale Prices—784 items 21% together in a single publication the active heads 
: ide are climbin +49% TEXTILES 
tion Those products that suffered most in the toboggan sl ‘ s 443% FARM PRODUCTS ‘ ‘ * “ 
ude back — = wr are farm products, raw materials, furthest +32% nIDES AND LEATHER of American business. We credit our lineage 
’ removed from the re consumer. 
a +23% BUILDING MATERIALS : ; . in 
p catde,.” Gane gains, by the way, to the growing appreciation 
ee $1300 HOUSE FURNISHINGS of Business Week’s usefulness as an advertising 
hen +10% METALS , . . ah 
roan gg medium, a means of influencing these influeniial 
4 citizens. 
"ane Retail Foods +16% 
> be Cost of Living +8% We think this record of recovery should be 
sel compri. st i d cas 
sso ee ee ee equally useful to advertising men, whether adver- 
ords Department Store Sales +27% tising managers of other publications or account 
limit Price increases and rly Easter influenced retail distribution. In : P : 
race fural districts, gaine are larger, 0s chain and mail sales ladicate executives. We'll be glad to supply copies (of 
mail- Farm Income , 57 % the table alone, unblemished by this dissertation) 
mal: Gross cash income, swelled by outright governmental contributions & A 7 
but chiefly by the higher prices listed above, makes a comeback. to those who would like to use it to convince 
Em ployment—Manufacturing +30% prospects or clients that (a) business really is 
' Pay Rolls—Manufacturing + 56 % better, (b) it’s time to do something about it. 
faire These gains are the chief concern of the recovery administrators. 


red 
tional 
of the 


But the presence of some 10 millions still unemployed shows that a 
big job remains. Longer hours lifted payrolls above employment. 


Stock Prices—90 issues 


+67% 


For the unvarnished figures shown in the table 
reflect the general improvement only. Business 


Utilities are meeting unfavorable reception this year. Industrials +95 % 50 INDUSTRIALS 
. gales quickly responded to improved productive activity. +73% 20 RAILROADS 
named —-4% MM 20 UTILITIES 


Bond Prices—40 issues | +71% 


Second-grade rails featured the bond market, gaining 177% in value 
dite! over the first quarter of 1933, while first-grade rails were chalked up 
ot the 17%. Industrials. are 56% higher, utilities only 13% better. 


1e8 et NUMBER~ 527, Commercial Failures 


yplica Only in the years 1918-1920 were business failures lower than in 
I mad LIABILITIES—59% the first quarter of 1934. Liabilities are among the smallest of the 
5 past 20 years. 


is not better for everybody. There are too many 
companies still waiting for a sign that the waters 
have receded and that it’s safe to go out after 
business again. If it will do any good—and an 
astonishing number have acquired a great deal of 
faith in Business Week—we'll be glad to pose as 
the dove returning with the olive branch. 


BUSINESS 
WEEK | 


330 WEST 42"¢ ST.,NEW YORK | 
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EW FOOD COPY 
NOT TO APPEAR 
ON FOOD PAGES 


Readers Lost by Grouping. 
Products, Is Contention 


| 
New York, April 26.—In a new 
campaign on boned, ready-cooked 
chicken, Richardson & Robbins, | 


of newspaper pulling power by use 


of positions near the front of the 
papers rather than on women’s 
pages. 

The object is to appeul to the 


newspapers’ full audience, including 
men, rather than to readers 
who follow special sections. So cer- 
tain is the firm that extra 
will be gained that insertion orders 
are accompanied by a note which 


those 


readers 


asks open position as close to page | 


one as possible. If no space is avail 
able in the first six pages, the copy 


is not to run. 


Most of the copy is 460 lines, prac- 
tically square since it is 115 lines 
on four columns. From the news- 


paper make-up man’s viewpoint, it is 
ideal, if the pyramid style is fol- 


Dover, Del., large packers of this llowed, for use as a base around which 


delicacy, expect to get fullest effect | 


en “eee 


BPE HONG. 


Crowds ; 


ebresent circulation 


R ADVERTISING 


to place smaller advertisements, the | 


N OUTD 


local Outdoor Advertising campaign in Chicago during 
the 150 days of the World’ 


herefore specify open position. 
A fair sized list of leading papers, 
principally in the east, will carry the 


That the company is in earnest about 
position and open display is proved 
by the definite statement that papers 
failing to comply will be dropped 
from the schedule. J. P. Muller & 
|Co., are in charge of the campaign. 
The principal copy is 
chiefly of photographic illustrations 
of chicken dishes. No retouching 
was done. The copy is attractive in 
appearance, conservative and lacking 
in superlatives and hence can pass 
all requirements for good position. 
Its work is to whet the appetite and 
influence the purchase of Richardson 
|& Robbins’ boned chicken. 
The plan followed is 


at 
os 


ne 


v 


’ : ? nal 
yt gh 6 
ye ae 


a OOF 86 4 


s Fair will reach a national 


magazine circulation of first citizens from practically 
every local market in the nation. 


Added to this representative national audience is the 
resident market of Chicago—normally the second mar- 
ket of the country; but during the Fair, the first market 


in spending. 


Outdoor Advertising in Chicago is the only local me- 


dium that will reach every 


active person in the com- 


munity, regardless of where he lives or what his local 
reading habits might be—at the single cost of local 


coverage. 


Plan now to capture this national market—our story in 
booklet form is yours for the asking. 


515 S. Loomis St., Chicago, Ill. 
Monroe 6800 


company points out. Insertion orders 
t 


first copy of the campaign next week. | 


comprised | 


| 


| 


ito D. 


overcome the adverse results of cer- 


| tain advertising practices, according 


J. Jeidell, the account execu- 
tive. One of the unwholesome 
growths has been grouping of simi- 
lar copy. Department and specialty 
store advertising is placed forward 
in papers, while food copy, along 
with other advertising, is placed in 
groups farther back. 


Photographs Dominate Copy 
Departmentalizing advertising, Mr. 
Jeidell has tended to the 
interest and attention of the general 


says, lose 


news readers. The philosophy be- 
|hind the campaign is that news- 
papers continue to be read for the 
general news they contain. Special 
sections, pages and features are of 
primary interest to only a limited 
group of newspaper readers. There- 


intended to } 


or 
Bens 087 


nk 


IS YOUR COOKING PRAISED? 


eS cowry wevectes 


fore advertising tied up to features 
does not get the reader’s fullest at- 
tention. 
Would Lose Readers 

If the ready-cooked chicken cop) 
were to appear in the ordinary way 
on food pages, the market reached 
would be limited to housewives who 
at the moment are in search of meal 
ideas. They make up but a portion 
of the potential market which can be 
reached through the same papers and 
without effort further than breaking 
down the group idea, it is believed. 

Position requests were made from 
the standpoint that making possible 
the reaching of a greater market will 
be of decided value in realizing re- 
covery and building further prosper- 
ity. Many of the newspapers on the 
schedule expressed their willingness 
to cooperate further with work 
among local dealers, helping them to 
make the most of the advertising. 

Main purposes of the copy are to 
arouse a desire for chicken and iden- 
tify the “R & R” emblem. A 65 
screen is employed to make the 
background photographs vivid, while 


treatment and composition of the 
advertisements give them the ap- 


pearance of greater size. 


Hennafoam Tests 
Theme on Coast 


New York, April 26.—Interview 
copy is being run by the Hennafoam 
Corporation on Hennafoam shampoo 
in the Oregon Daily Journal, Port- 
land, Ore., as a test to determine cur- 
rent prospects of resuming national 
newspaper advertising. 

Space used varies from half to 
quarter pages and less. The adver- 
tising features “a touch of henna” 
|in the shampoo, which is claimed to 
bring out all the beauty of a wom- 
an’s hair. 

The interviews are signed by Hel- 


jena J. Knight and are set in New 
York and Paris beau monde atmo- 
sphere. 


Miss Adams Heads 
Women’s Ad Club 


Beatrice H. Adams, newly appoint- 
ed fashion copy writer for Stix, Baer 
& Fuller, St. Louis department store, 
has been named president of the 
Women’s Advertising Club of St. 
Louis. 

Mrs. Robert Walsh, the former 
Josephine Durham, has resigned her 
position as president of the club. It 
was through her resignation from 
Stix, Baer & Fuller that Miss Adams 
went to the store, leaving Ideal Sten- 
cil Company, Belleville, Ill., where 
she served as advertising manager. 


Barbasol Kit Not 
Being Given Away 


The caption under an illustration 
of the new Barbasol kit which aP- 
peared on page 32 of the April 21 
issue of ADVERTISING AGE indicated 
that this kit is being offered free 1" 
return for a Barbasol carton top 02 
the company’s radio program. This 
is incorrect. 

While the company until recently 
did offer a Barbasol razor and tw° 
blades free during its program, it 
made no offer on the kit, which Tf 
tails for 50 cents. 


Transfers Property 


John H. Livingston, Jr., president 
ot the Fifth Avenue Coach Adverv* 
ing Company and the company Whit 
owns the Hotel Griswold and Shen 
cossett Golf Club, New Londen, Com®- 
has transferred the hotel and 8° 


club to W. C. English. 
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to sell 


e is ready today. the first concrete study of 


how New York buys 

what New York buys 

where New York buys 
and 

what New York reads 


study is the R. L. POLK CONSUMER CENSUS 
Through THE 
YORK TIMES it is now available—on re- 
—to advertisers, sales executives, adver- 
counsel, and anyone interested in selling 


‘handise to New York City. 


lL. Polk & Co. made this study. ..obtain- 
rsonal interviews with the women buying- 
~ of families...checking and rechecking un- 
tain that the census accurately gives the 


New Yor 


complete statistical story of advertising and 
selling in this mammoth market. 


Why “the Top 4/10ths” 
—and Why THE TIMES 


What this new evidence now proves has 
long been known to us...now it is measured, 
charted, proved to you. 

You see exactly why there is extra profit, 
greater volume, in selling New York’s Top 
4+/10ths first. 

And you find out how to do it, on a new 
basis that really measures the sales-making 
power of newspaper circulation...by counting 
only that circulation regularly read in the 
home, as reported by women buying-heads of 
families !—‘‘Home-Effectiveness.” 

On this true basis of productive-power, THE 
TIMES (either weekday or Sunday) is shown 
to reach Top 4/10ths homes with economy no 
other New York paper approaches. Per-home- 
reached THE TIMES, weekdays, costs 15% less 


+e Biatriaeeatane 


than the next paper; 80% below the average 
for all. And the Sunday TIMEs is 44% below 
the next nearest; 83% below the average for 
all. 

The reasons back of THE TIMES unique 
sales-making, business-building power are re- 
duced to simple arithmetic. 


This Consumer Census explains with clarity 
the simple elements of sales-successes in this 
market...it throws new. light on brand-follow- 
ings and brand-loyalties. ..it clearly shows 
how and where you can get volume and keep it. 


If you are now advertising or selling in New 
York City—or are planning any such effort— 
by all means see and study it. The facts re- 
vealed in the Census are yours to command. 
Communicate with THE TIMES Advertising 
Department...and a time will be arranged to 
suit your convenience. 
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Photograph by Richard Averill Smith. 


BELIEVED BY US— 
NOW PROVED TO YOU! 


Among the New York City homes 
receiving newspapers 


THE NEW YORK TIMES leads all other 
newspapers in the number of families 
with women purchasing fur coats. 

THE NEW YORK TIMES goes into the homes 
of more families with checking accounts 
than any other newspaper. 

THE NEW YORK TIMES leads all other 
New York newspapers in the number of 
women purchasing hats over $2.00. 

The Top 4/10ths families have 75 per 
cent of all automobiles. 


Through the New York morning news-- 


papers it is possible to reach the largest 
market at lower cost per capita than in 
any other section in the world. 


Che New York Cimes 


FOR SIX MONTHS ENDED MARCH 31, 1934, AVERAGED 475,682 WEEKDAYS, 743,092 SUNDAYS 


T PAID SALE 
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ADVERTISING IS 
WOMAN'S JOB IN 
VIEW OF CRITICS 


George Jean Nathan, Ernest 
Boyd, Give Reasons 


New York, April 26.—With pos- | 
sible exceptions here and there, the 
advertising business should be turned 
over to women, George Jean Nathan 
and Ernest Boyd, two of the five dis- | 
tinguished editors 


of The American 
Spectator, told 
ADVERTISING AGE. 


The interview was 
occasioned by the 
literary news- 
paper’s announce- 
ment that it had 
defined advertis- 
ing as literature 
in making six an- 
nual awards for 
literary excel- 
lence. 

The accolade for the best advertis- 
ing campaign of the year, decided the 
jury composed of The American 
Spectator’s editorial board, belonged 
to Hal Horne, of United Artists, for 
the advertising of “Palooka.” He 
was the only native American to re- 
ceive the honor. The agency which 
handled the campaign for the Dur- 
rante vehicle is Donahue & Coe, Ine. 

Overcome with amazement at the 
recommendation of the literary lions, 
the reporter from ADVERTISING AGE 
was revived with the assurance that, 
at least, he would be relieved from 
the responsibility of reporting a per- 
fect agreement between any two of 
the publication’s editors. The ac- 
cord ended abruptly short of even 


George Nathan 


conclusion, 
subjects of the 


the 
the 


reason for 
there on 


one 
from 


interview drifted farther and farther | 


apart. 

Mr. Nathan revealed himself as a 
sympathetic and capable critic of 
advertising. Mr. Boyd said he would 
have none of it and added that no 
decent thing was ever advertised. 


Simplicity Itself 


Their reasons for deeding the ad- 
vertising world to the ladies were 
simple, if diverse. Said Mr. Boyd: 

“Advertising should be by and for 
women they believe in it, 
just as they believe in marriage or 
anything incredible. They are like 


because 


and | 


the Roman Senator who, when asked | 


if he 
he had to 
credible there 
could do.” 


believed a certain thing, 
believe it—it 
was nothing else he | 


was so in-| 


said | 


One of the reasons why Mr. | 


Nathan believes women should excel | 
in advertising is that the art is in- | 
nate in them. With their lipstick, | 
rouge and Rue de la Paix clothes, he | 
pointed out, they are themselves 
walking advertisements. 

“As 90 per cent of advertising 
seems to be directed to women, what 
is more natural than that women 
should write the advertising,” he con- 
tinued. “Men botch all their rela- 
tionships with women, anyway, and 
there is no reason to believe that in 
writing advertising to women con- 
sumers they would not make a sorry 
mess of it.” 

Forewarned that Mr. Boyd loathed 
the heavy fragrance of Mr. Nathan’s 
big black cigars, the interviewer has- 
tened to sound out the Irish Academ- 
ican before he fled to the wide open 
spaces of Bryant Park. The start 
was easy, with Mr. Boyd volunteer- 
ing that American advertising is 
slovenly written and bad grammat- 
ically, that its appeal is wholly emo- 
tional, that he rarely read advertis- 
ing and never did so deliberately, 
and that he took great pains to avoid 
advertised products. 

“Do you think 
advertising?” 


intellectuals read 


Since its editors introduced the Per- 
sonal Problem theme exactly one year 
ago, the newsstand sales of PHYSICAL 
CULTURE Magazine have been climb- 
ing steadily upward. 
would be surprised at how high 
PHYSICAL CULTURE ranks with 
some of the proverbial best news- 


stand sellers in the monthly national 


magazine field. If 


in knowing which 


and see if we won't tell you. 


why, too! 


Today, you 


you are interested 


ones, just ask us 


And 


MONTE CARLO FURNISHES THEME FOR 


NEW LUCKY STRIKE DISPLAY 


ee Digi 


there is a reason 


for 
LUCKIES 


EVERY Time / 


— 


With a ball in motion continuously, this roulette wheel does 16 hours a day duty for Lucky Strike. About 
300 traveling units of the display, produced by Arvey Corporation, Hoboken, N. J., are hitting the “high 


spots" for two-week stands. 


“Tam afraid many of them do. So 
many of them write it.” 

“Then why is advertising slovenly 
written and ungrammatical? 

“That is the only way advertising 
men can write it and make money. 
They are smart—in the way Dillin- 
ger is smart.” 

“What kind of shoes do you wear?” 

“Hanan’s.” 

“What toothpaste do you use?” 

“Colgate’s. That's a fine product 
that’s never been advertised.” 

“What coffee do you prefer?” 

“Maxwell House.” 

Assured that all three brands were 
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Advertisements like this won the 
judges’ entire approval. 


among the best advertised products 
of their kind, Mr. Boyd grumbled 
skeptically into his big, red beard, 
and prepared to take refuge in flight. 
Firing a parting shot, he swore that, 
at least, he was certain none of his 
custom went to retailers who adver- 
tised. 
Agreement Lacking 

“T always read advertising and I 
do not agree with Mr. Boyd that it is 
non-intelligent,” asserted Mr. Nathan 
before Mr. Boyd was out of earshot. 
“American advertising is the best in 
the world and it is surprisingly good. 

“The Joseph Conrads should be 
barred from copy departments. Their 
type of copy distracts the buyer's 
attention from the sale that must be 
made. 

“Good advertising copy writing and 
good play writing are exactly alike. 
Both must achieve a sudden effect. 

“IT prefer short advertisements for 
the same reason I like short business 
letters. Copy should be brief, direct 
and workmanlike. The ideal adver- 
tisement is nothing more than a 
good business letter made public.” 

Mr. Nathan thinks good typography 
and interesting layout more impor- 
tant than artwork. Attempts at pic- 
torial selling often divert the read- 
er’s mind from the product adver- 
tised, he believes. ‘For example,” he 
said, “all notions of girls posed with 
automobile bodies tend to take my 
mind off the automobile bodies.” 

He would like to advertisers 
possessed of some means of gagging 
competitors who over-advertise, a 


see 


fault he thinks is more common and 
more pernicious than generally be- 
lieved. 

Palooka Gets Boquet 


“Continuous advertising by certain 
hair tonic manufacturers in the ef- 
fort to convince men that their prep- 
arations will grow a mane on a 
brick,” he said, “has succeeded ir 
convincing the average man that no 
hair tonic has any merit whatso- 
ever.” 

The ‘“Palooka” campaign was nom- 
inated because it did the best job of 
selling five editors, luring several of 
them to the picture, where, they con- 
fessed, they had a good time. Mr. 
Nathan concurred in the decision, 
despite his well-known antipathy for 
the celluloid drama. 

The principal merit of the ‘“Pa- 
looka” advertising, he said, is its 
freedom from the self-consciousness 
which spoils a great deal of adver- 
tising copy. The Steig illustrations 
helped, in Mr. Nathan’s opinion, but 
he was more impressed by the text, 
liking particularly phrases such as, 
“Hail! The Einstein of the sofa!” 
and, “Girls! Wear your old clothes! 
There's nothing more embarrassing 
than rolling in the aisles in an eve- 
ning gown!” 

Other Awards Given 

The New York Times received The 
American Spectator’s award for the 
best newspaper reporting of the year 
in recognition of Frederick Birchall’s 
dispatches from Berlin and Vienna. 

The best cartoon, the judges said, 
is David Low’s “Consignment of 
Culture to the Barbarians,’ which 
appeared in The Nation. 

The best fiction of the year was 
declared to be Sean O’Faolain’s, “A 
Nest of Simple Folk”; the best prose, 
the preface to George Bernard 
Shaw’s, “On the Rocks,” from his 
new collection of three plays; and 
the best play, Gordon Daviot’s, 
“Richard of Bordeaux.” 

The editors of The American Spec- 
tator are Sherwood Anderson, James 
Branch Cabell, Eugene O’Neill and 
the Messrs. Boyd and Nathan. 
Though the advertising award does 
not express the feeling of the editors 
with respect to feminine abilities, 
they are not wholly inconsistent. The 
literary newspaper was. launched 
with a completely masculine staff, 
but has since acquired Catherine Mc- 
Nelis as publisher and Amy Vander- 
bilt as business manager. 


= 


Joerns Elected 


Arnold formerly 
Arnold Joerns Company, Chicago 
agency, and now vicepresident of 
Resources Corporation International, 
Chicago, has been elected a director 
of Ozark Barrel and Body Corpora- 
tion, West Helena, Ark, 


Joerns, head of 


Have Separate Codes 

The electrotyping and stereotyping 
industry, which has been temporarily 
operating under its own code, pend- 
ing decision as to whether or not it 
should operate under the graphic arts 
code, will continue separately, by an 
order of Gen. Johnson. 


NRA LABELS PAY 
FOR MILLINERY 
C0-0P CAMPAIGN 


Atlantic City, N. J., April 26.—A 
trade promotion campaign being 
pushed by the millinery code author- 
ity, with NRA approval, was revealed 
this week as the authority completed 
a three-day meeting here in Hote! 
Ambassador. 

Promotion has been carried on 
through special retailers’ sections in 
856 newspapers since Easter, fashion 
shows arranged through wholesalers 
and retailers in leading centers, 
focusing on styles and omitting in- 


dividual manufacturers’ names, and 
special window displays in 1,200 
stores. Several hundred retailers 


also have been induced to double 
their advertising for May. 

S. I. Mittelmark, New York, forme: 
newspaperman retained by the code 
authority, has directed the campaign. 
which has included broadcasting ot 
publicity clip sheets and advice on 
advertising tactics. 

The object is to make the woman 
shopper think in terms of four 
rather than two hat seasons a year. 
Funds for the entire drive are being 
raised by the sale of serial-code- 
numbered NRA labels to manufac- 
turers to be sewed in hats. 


Results Satisfactory 


Pointing to concrete results, 
spokesmen declared that “right after 
Easter there used to be tremendous 
price-cutting. This time the levels 
stayed up because it was the eve of 
a new and added season. Business 
in April so far is 40 per cent above 
that of a year ago.” 

The code authority also announced 
it will ask the NRA for a five-day 
35-hour week in the millinery indus- 
try. This and the four-season cam- 
paign are expected to raise the pro- 
portion of skilled workers actually 
employed from the depression level 
of 35 to 40 per cent to a new high 
of 85 to 90 per cent. The millinery 
people even look forward to al 
eventual shortage, and plan in the 
new code to arrange systems of al 
prentice training. ’ 

Leaders of the millinery worke!s 
union, sitting in on the code author 
ity deliberations, added that wher? 
the average employe has been &e" 
ting 16 weeks’ work a year, the total 
is expected to become 32 to 33 weeks 
and eventually 40. 

The new code, whipped into shap° 
here, is to be given a public heariné 
May 1 in Washington. It succeeds 
the present one which expires Ma 
15. 


e ” 
“Entertainment” Moves 
Entertainment Magazine, NeW Yor 
‘has occupied new offices at 1°” 
| Broadway. 
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of “Electrical 
Merchandising” 


New York, N. Y., April 26th—More than doubling 
the area of its type page, developing an entirely new 
format, increasing its circulation by 31% and pay- 
ing advertising agency commissions — these are 
some of the progressive changes being made by 
McGraw-Hill in its Electrical Merchandising. 


Probably most dramatic of the changes is in the 
magazine itself. From a conventional 7 by 10 inch 
page size, Electrical Merchandising goes to a type 
page 10% by 15 inches with its June issue. This 
new and larger page size, coupled with new typo- 
graphy, lavish use of illustrations, and a unique 
editorial style will make the New Electrical Mer- 
chandising a distinctive and an effective medium— 
a genuine contribution to the technique of business 
paper publishing. 


Less spectacular, but equally important, is the 
expanded circulation of the magazine. Instead of 
the present 19,000 copies, the New Flectrical 
Merchandising will circulate 25,000 copies monthly, 
starting with June. Paid circulation is now being 
built by a corps of 85 field circulation men and their 
supervisors. Most of the 31% circulation increase 
will come from the newer electrical merchants, with 
greater penetration than ever before into department 
stores, furniture stores, hardware dealers, housefur- 
nishing stores and similar outlets. Increases will 
also be made to existing circulation among appli- 
ance dealers, specialty dealers and appliance dis- 
tributors. The coverage of the New Flectrical 
Merchandising will represent the largest group of 
quality electrical retailers ever assembled. Circula- 
tion will be built on a paid basis, since Electrical 
Merchandising is a member of the Audit Bureau of 
Circulations and the Associated Business Papers. 


Here’s a truly spectacular advertising vehicle 
by which advertisers can reach quality electrical 
merchants. Take a dramatic new format and a 31% 
circulation increase, support these changes with 
thousands of personal calls by a field circulation 
force of 85 trained builders of sound reading habits, 
and the results are obvious—an immense increase 
in advertising response. 


Especially is this true since in the New Flec- 
trical Merchandising many advertising positions 
will be on the same page with editorial material, or 
will face it. 


Let us tell you some of the things an advertiser 
can do in the New 1934 model Electrical Merchan- 
dising. Let us suggest how the jumbo page size of 
the new magazine—same size as “Advertising Age” 
can sell goods and services to the electrical trade. 
Let us tell you the plans and show you the new 
dummy. Just mail in the reminder below and we'll 
do the rest. 


a McGraw-Hill publication— 
Member of the ABC & ABP 
332 West 42nd Street, New York, N. Y. 


Electrical Merchandising, 
332 West 42nd St., New York, N. Y. 


Please let me have more information about your new magazine. 


Company ..... 


Street Address 
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SCENE AS HUNDREDS OF ADVERTISING MEN AND PUBLISHERS GATHERED TO HONOR HENRY 


BUSINESS ANNIVERSARY 


rogram for 
Affiliation 


Meet Ready 


Toronto, Ont., April 26.—Homer J. 
Buckley, president, Buckley, Dement 
& Co., Chicago, P. D. Saylor, presi- 
dent, Canada Dry Ginger Ale, Inc., 


A. M. Miller, director of advertising, | 


Chrysler Corporation of Canada, H. 
Napier Moore, editor of Maclean's 
Magazine, Major W. J. Baxter of Me- 
Connell & Fergusson, I. A. Hirsch- 
mann, advertising director of Lord & 
Taylor, and L. J. Barrington, general 
manager of F. W. Woolworth Com- 


! 


pany of Canada, will be among the 
featured speakers at the Advertising 
Affiliation meeting here May 18-19. 


Humorist Will Talk 


| In addition, Dr. Stephen Leacock, 


| world famous humorist, and other 
| prominent Canadians will address the 
| gathering at its 3lst annual conven- 
ition, the theme of which is ‘‘Adver- 
| tising Today for Sales Tomorrow.” 

The Advertising Affiliation is com- 
| posed of the advertising clubs of Buf- 
|falo, Cleveland, Erie, Hamilton, Lon- 
don, Pittsburgh, Rochester and Tor- 
onto, and an unusually large repre- 
sentation of advertising men and 
women from all of these cities is an- 
ticipated for the sessions. 


| 


| 


forks, table cloths 


nually in serving 


spend. 


7,000 hospitals may 


field reports steadily 


| of the pots and pans, knives and 


stoves and ranges, dishwashing equipment, 
cleaning supplies, elevators, uniforms and 
the hundreds of other items, and of the 
tons of foodstuffs used by hospitals an- 


1,478,744, 


And those |,478,744,575 meals repre- 
sent just about a fourth of what hospitals 


The bulk of the market represented by 


tively through “Hospital Management," 
537 South Dearborn Street, Chicago. 


Volume of business has never stopped growing 
among hospitals, and for three months now the 


ospital Management 
537 S. Dearborn St. 


and napkins, dishes, 


575 meals 


be contacted effec- 


improving collections. 


Chicago 


>| Campbell-Ewald 


DETROIT DINNER 


TO HONOR EWALD 


Agency Head Gives $25,000 
For Advertising Chair 


Detroit, 
| Theodore 


Mich., 
Ewald, 


April 23.- 
president 
Company, 
of the Adcraft Club of Detroit, 
rector and former chairman of the 
Four A’s, chairman of the National 
Outdoor Advertising Bureau, and di- 
rector of the Advertising Federation 


-Henry 
of the 


di- 


last Friday evening. 


and the 30th anniversary of his en- 
trance into advertising—a milestone 
in his career which was celebrated 
by over 400 advertising and business 
executives who gathered at the Hotel 
| Statler to tell “Henry” that he is not 
only a great advertising man but a 
grand fellow. 

The dinner, 


suggested editorially 
by AbvVERTISING AGE, and sponsored 
| by the Adcraft Club, was attended 
/not only by advertising and publish- 
ing executives from all over the 
country, but also by leaders of the 
automotive industry, with which Mr. 
Ewald has been closely associated for 


the past 25 years. 


Announces Contribution 


An important contribution to ad- 
announced at the close of the celebra- 
tion by George M. Slocum, president 
of the Adcraft Club and publisher of 
Automotive Daily News. Mr. Ewald 
has given $5,000 a year for the next 
tive years for the establishment of a 


chair of advertising at the Univer- 
sity of Michigan, and the Aderaft 
Club will contribute a similar 
amount. President Alexander” G. 


Ruthven, of the U. of M., and Dean 
Griffin, of the school of business ad- 
ministration, have indicated that the 
offer will be accepted. 


Harvey J. Campbell. secretary of 
the Detroit Board of Commerce, was 
toastmaster. Leo J. Fitzpatrick of 


and a long list of radio artists con- 
tributed their efforts, as well as the 
famous Orpheus Club of Detroit. 


Kk. LeRoy Pelletier, dean of auto- 
motive advertising managers, was 
the first speaker. He told of em- 


ploying the youthful Ewald, then ad- 
vertising manager of the D. & C. 


| 


| 


founder | pel] 


| 


otf America, received a unique tribute | 


: ; » | tion of America, spoke of Mr. Ewald’s | 
rhe occasion was his 49th birthday | 


vertising by the guest of honor was | 


Navigation Company of Detroit, to 
assist him in the advertising depart- 
ment of the Studebaker Corporation 
at South Bend, Ind., where promotion 
of the pioneer E-M-F line was han- 
dled. Mr. Pelletier emphasized the 
energy and ability displayed by his 
assistant 
ful automotive advertising. 

“And don’t forget,” he added, 
“that in those days we had to sell 
the whole car, and not just a down 
payment.” 


” 


Frank J. Campbell, who operated 
the Campbell Advertising Service, 
and who was joined by Mr. Ewald in 
the agency field after his South Bend 
experience, told something of their 
early struggles together. Mr. Camp- 
retired from the advertising 
field in 1917. 


Work for Advertising Told 


Edgar Kobak, vice-president of Na- 
tional Broadcasting Company and 
president of the Advertising Federa- 


work for organized advertising, and 
praised his efforts to promote the 
whole field through cooperation with 
others. 

“Henry Ewald has been a fighter,” 
said Mr. Kobak, ‘and he has fought 
consistently for the maintenance of 
high standards in the conduct of ad- 
vertising.” 

The same theme was stressed by 
Willard French, president of Brooke, 
Smith & French, Inc., who spoke for 


Detroit advertising, and John Ben- 
son, president of the Four A’s. Mr. 
French said that Mr. Ewald has 


worked to build up all Detroit adver- 
tising activities, as well as leading 
efforts tor community betterment. 
John B. Kennedy, NBC radio 
commentator, and former editor of 
Collier's, expressed the belief that 


|advertising and advertising men like 


Mr. Ewald have done much to benefit 


_ the public through raising the stand- 


ards of living. 
Sloan Sends Wire 


Mr. Ewald acknowledged the trib- 
utes paid to him in a brief talk at 
the conclusion of the dinner, and it 
Was evident that he was deeply 
touched by the sincerity of the ova- 


tion accorded him by his friends 
and associates. 
Among the numerous telegrams 


| read at the dinner was one from Al- 


WJR was in charge of entertainment, | 


tred P. Sloan, Jr.. president of Gen- 
eral Motors. He said: 
“Congratulations to Henry T. 
Ewald on this, the thirtieth anniver- 
sary of his entry into advertising. 


Mr. Ewald’s participation in the de- 


velopment of advertising has been on 
the highest possible plane. 


He has 
added to its prestige and hence to 
its contribution in the promotion of 
industry.” 


ALES OF RADIO. 
TIME NEAR HIGH 


| Chicago, 


§ 


in the creation of success- | 


April 26.—Sales of net- 
work broadcasting time in March 
totalled $3,998,304, compared with 


$3,585,120 in February, and $3,013,565 
in March, 1933, the monthly report 
of National Advertising Records dis- 
closes. 

The March figure has been ex- 
ceeded only twice in the history of 
commercial broadcasting, the figures 
show, sales in March, 1932, having 
been $4,300,833, and in April of the 
same year, $4,004,484. 

Total time sales for the first three 
/'months of 1934 were $11,376,499, far 
ahead of the $8,452,676 scored in the 
/same period of 1933, but still some- 
what below the banner year of 1932. 


Of the March, 1933, total of 
| $3,998,304, National Broadcasting 
/Company’s share was $2,473,400. 


while Columbia Broadcasting System 
accounted for $1,524,904. 

Thirteen of the 24 classifications 
into which sponsored programs are 
divided showed an increase in Marchi 
over the same month of the preced- 
ing year, three were approximately 
the same, four showed a decrease. 
and the remainder were not repre- 
sented in the totals for either year. 

Pepsodent Heads List 

Displacing Standard Brands, which 
held the post as leading spender for 
the month in February, was Pepso- 
dent Company, with an expenditure 
of $188,140. In second place was 
General Foods, which spent $141,505. 
while Standard Brands took third 
place with time charges of $134,76%. 

Other large buyers of time durins 
the month included: 

American Tobacco Company, $111- 
833; Bristol-Myers Company, $4- 
200; Campana Corporation, $60,160: 
Colgate - Palmolive - Peet Compaly. 
$74,497; Corn Products Refining Com- 
pany, $55,774; Ford Dealers, $87,219: 


General Mills, $89,831; Hudson 
Motor Car Company, $48,864; A 
drew Jergens Company, $55,406: 
Kraft - Phenix Cheese Corporation. 
$59,490: Lady Esther Company, 
$61,482: Liggett & Myers Tobacco 


Company, $103,236; R. J. Reynolds 
Tobacco Company, $87,838; Sun Oil 
Company, $49,594; The Wander Com 
pany, $57,482; Wm. Wrigley Jr. Com 
pany, $85,974. 


Opens Boston Office 
The Rumford Press, Concord, N. H» 
has opened Boston headquarters at 5 
Arlington St., to handle sales ' 
/southern New England and Mass# 
chusetts. Fred W. Davis is | 
, charge, 
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April 28, 1934 


APRIL GAINS 


The April 1934 issue of the Dry 
Goods Economist is the biggest 
one in 20 months. 


Over 43% gain in advertising 
volume. 


Over 100% gain in signed busi- 
ness. 


Over 400% gain in new subscrib- 
ers beginning with this issue. 


Merchandise Manager, a monthly pub- 
lication for department store execu- 
tives, has been sold to Dry Goods Econ- 
omist. Its publication ceases with the 
April issue. 


Merchandise Manager was founded 
about three years ago, operated on a 
free circulation basis, and enjoyed fav- 
orable acceptance. 


Certain of its features will be continued 
in Dry Goods Economist where execu- 
tive and management problems have 
always been treated as major subjects 
with generous space. 


MERCHANDISE MANAGER SOLD 
TO DRY GOODS ECONOMIST 


Unbiased surveys, investigations, 
questionnaires, direct results, 
reader acceptance, confidence, 
readability, appearance and 
more— 


All show startling gains on the 
part of Dry Goods Economist. 


Over 300% as much signed busi- 
ness to date this year as a year 
ago is ample and tangible proof 
enough of the above statement. 


But, 31 new advertisers have 
started in Dry Goods Economist 
this year. 


And 179% as many new merchants 
entered subscriptions this year as 
during the first three months of 


1933. 


Department and dry goods stores 
have become not only the key, but 
the dominating factor in distribu- 
tion. 


Manufacturers never before seek- 
ing this outlet now recognize its 
unlimited possibilities for them. 


The Dry Goods Economist is today 
and always has been the leader, 
the director, the inspiration in 
department store thinking. 


Let us tell you how to tie in your 
merchandise story with this 
thinking. 


DRY GOODS ECONOMIST 


Published by Textile Publishing Co, ERNEST C. HASTINGS, Pres. 
239 West 39th Street, New York City 
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ADVERTISING AGE April 28, 1934 


AGAIN OUTDOOR ADVER 
IN THIS SHELL SALE 


Copyright H. C. Fisher and Fontaine Fox. 


This first ‘“‘teaser’’ poster was posted on 

March 3lst and remained on the boards 

for two weeks only. It was replaced by 

the poster shown at the right block, 

which was posted on Friday, the 13th 
of April. 


‘SUPER- ‘SHELL. 
iS SUPER- 
|\CHARGED NOW 


Youll hear about it APRI j th 
ae ae LIS 
Ey H r BEY 3 


tu2 |= ites 


% 
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\ 
bid es 


Supe") SAY 
SHELL rive) {33 Pa 
tall 


GASOLINE 
Fisher, Fontaine Fox. 


Super SHELL 


sup er- 


CHARGED 


' Shorting. 


WN it 


Copyright H. 
Ce 
F, Pstighe —> 


ONtaine |} Fox 


Copyright H. C. Fisher. 


A direct-by-mail cmmesian.\ 
In point-of-sale advertising the 3’x5' poster boards and tying in with the characters \ — 
28” x 44” bulletins aroused motorists’ curiosity and effec- shown on the poster panels, \\ 
tively tied in with the large 24-sheet posters displayed on the was used both to acquaint 


principal streets and highways in the territory. Shell’s own personnel with 
the coming campaign and 


also to reach prospective mo- \ Tm <5 
torists and tell the same story \ me 
as the poster panels. ae ON 


OUTDOOR ADVE 


The large 8 cut-out AME 
figures at the Sta- OF 

tions, carrying a flag, 
was used to attract 


motorists to the Shell 
stations and also tied 
in with the copy on . 


: GRAYBAR BLDG. CH 


Copyright H. C. Fisher 


| SPECIALISTS IN ALL BRANCHES OF OUTDOOR AD 
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SING 1S THE BiG GUN 
GETTING GAMPAIGN: 9 


Ever since Shell first started to advertise, we have originated, planned, and handled their outdoor advertising. 


They have found it to be a hard-hitting, economical producer of sales when the going was tough, as well 


as in the good years when sales came more easily. 


We will appreciate an opportunity to discuss with you how you, too, may use outdoor advertising in any 
section of the United States and Canada, effectively and economically. 


Ds for MORE MILEAGE: 


Today's conditions are causing more and more thrifty advertisers to test their adver- 
tising and check results. If you are this type of advertiser and would like facts from 
an agency specializing in outdoor advertising that has pioneered the testing idea in 
outdoor advertising, we would like to have you call us in to explain how definite sales 


results obtained through outdoor advertising have been accurately checked and 
proved, 


Itis only logical to assume that during our twenty-eight years of specialization in the 
outdoor advertising business we have accumulated many facts which enable us to 


offer our clients the most complete and economical outdoor advertising service avail- 
able in the advertising field. 


Pethaps you may wish to consult us for authoritative information about outdoor ad- 
vertising—of course without obligation. 


TISING AGENCY 


MN. 


N AVE. PITTSBURGH 


BESSEMER BLDG. 


Copyright Font: aine Fox and H. C. Fisher. 


Copyright Fontaine Fox. 
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DIES SUDDENLY capacity until June 15, 1931, when he/|letins to warn of the dangerous | NEW CODE EAGLE 


BROMILEY-ROSS 
AGENCY CHIEF 
DIES SUDDENLY 


Stroke Is Fatal to Irving 
Bromiley 


New York, April 24.—Irving Brom- 
iley, president of Bromiley-Ross, Inc., 
outdoor agency, and a leading figure 
in the outdoor industry, died of apo- 
plexy at his home in New Rochelle 
late Friday, April 20. 

Mr. Bromiley, who was only 49, 
was a pioneer in the outdoor adver- 
tising field, having been continuously 
associated with one or another phase 
of the business since he began his 
business career, at the age of 17, with 
the O. J. Gude Company of New York. 

Mr. Bromiley’s rise in his chosen 
field of endeavor was rapid. At one 
time he was general manager of the 
Old Colony Advertising Company, 
Providence, R. I., later becoming vice- 
president and general manager of 
O. J. Gude Company. 


Bi 


Irving Bromiley 


When the Poster Advertising Com- 
pany and Thos. Cusack Company 
merged in 1925 Mr. Bromiley was 
elected vice-president and director of 
General Outdoor Advertising Com- 
pany, later being appointed to the 
post of executive vice-president in 
charge of sales. He continued in this 


resigned to become vice-president of 
Outdoor Advertising, Inc., which posi- 
tion he held until the formation of 
Bromiley-Ross, Inc., in March, 1932. 


Work Was Outstanding 


Mr. Bromiley is credited with the 
creation of the famous series of his- 
torical bulletins of open-book design 
used to advertise United States tires, 
and said to be the largest outdoor 


a single idea. 

For 14 years he handled the out- 
door advertising of American Tobacco 
Company on Lucky Strike cigarettes, 
Bull Durham tobacco, and Cremo 
cigars. The “aged six months” cam- 
paign used so extensively for Cliquot 
Club ginger ale was another one of 
his ideas, and he is said to have 
directed all of the outdoor and pub- 
lication advertising featuring this 
thought. 


world, erected for Cliquot Club gin- 
ger ale in Times Square. 
For the Dairymen’s League Mr. 


the first outdoor advertising on this 
brand of evaporated milk. Other 
outstanding examples of his work 
| were the red-coated Hood Tire signal 
| man, used extensively on painted bul- 


Bromiley created the name “Dairy- | 
lea,” and he was appointed to handle 


advertising contract ever executed on | 


He also was responsible for | 
what was said to be, until this week, 
the largest outdoor spectacular in the | 


| 


| 


Outdoors 
in Milwaukee! 


Shell Petroleum, like scores of important advertisers 
in the gasoline, automotive and other fields, has found 
that it pays to advertise outdoors—to use posters— 


to cover Milwaukee! 


The twelfth largest city of the United States, one of 
the brightest spots industrially in the whole country, 
offers special values to the poster advertiser looking 
for effective advertising in a live market. 


If you, like Shell, have a sales story regarding a worthy 
product which you would like to present to the public 
with power and economy, use poster advertising in 


Milwaukee—now! 


CREAM CITY OUTDOOR ADV. CO, 


300 N. Eighth Street, Milwaukee 


STABLISHEDO | 


curves and other danger spots on 
roads, and the “long ash” campaign 
for Blackstone cigars. 

Mr. Bromiley was a Mason and a 


member of the Lotus Club, West- 
chester Biltmore Country Club, 
Wygakyl Country Club, Verbank 


Hunting Club, and the New York 
Athletic Club. He is survived by his 
widow, two daughters, Mrs. Ruther- 
ford Huizinga and Grace Bromiley, 
and a son, Marshall. 


NASH RESUMES 
PROMOTION OF 
NEW LAFAYETTE 


Kenosha, Wis., April 26.—The first 
automobile advertising featuring a 
new car with a new name seen for 
several years will appear next week 
when the Nash Motors Company be- 
gins a national advertising campaign 


to introduce its entry into the lowest | 


price car field, the “jeweled move- 
ment” LaFayette, 

Newspapers, magazines and posters 
will be used in the campaign which 
will run through the greater part of 
the 1934 automobile selling season. 
More than a million lines of news- 
paper space will be used in intro- 
ducing this new Nash-built invader 
into the lowest price car field. Cov- 
erage in newspapers will extend 
throughout all Nash distributor and 
dealer points in the United States 
and Canada. 

Full pages in the Saturday Eve- 
ning Post and Collier’s will supple- 
ment the newspaper campaign and 
will emphasize the quality story con- 
tained in the advertising theme. 

Price will be featured prominently 
in the LaFayettg campaign. Offered 
in two lines, a andard’ and a 
“Special,” with a base price of $595 
for the former, the new car lends it- 
self advantageously to a price story. 
While this is being featured in all 


the advertising, a story of quality | 


provides the background of the in- 
troductory campaign, in which the 
car appears as the “quality car in the 
lowest price group.” 

Stresses Large Size 


In addition to price and quality, 


| the size of the new LaFayette finds 


a prominent place in the advertising 
theme. Unretouched photographs 
that are labeled ‘unretouched” dra- 
matically portray the unusual size of 
the new car. In every advertisement 
copy is devoted to describing “jew- 
eled movement” and telling the sig. 
nificance of this feature in a motor 
car, 

“Never before at this low price— 
such costly car construction,” the 
caption on one of the first series of 
introductory advertisements, appears 


RETAIL TRADE 
— 1934 
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The new blue eagle which busi- 

nesses operating under approved 

codes will substitute for their pres- 
ent insignia. 


in heavy script superimposed upon 


'the background of an unretouched 
| Photograph of the car. The price 
story is enhanced’ considerably 


through the use of delivered-to-your- 
door prices in every city where news- 
paper advertising is being run. Both 
the delivered price and the F. O. B. 
price are played up in a box cut into 
the background of the car picture. 

The story of Nash quality in the 
lowest price field is used again in 
another of the newspaper series with 
the caption “Entirely new at this 
price, big car luxury and long life,” 
topping a picture of the car. In an- 
other advertisement, comparisons 
with other cars in the low price field 
are urged and a comparison chart is 
inserted in the body of the copy. 

The opening of the LaFayette cam- 
paign is timed to fit in with the 
beginning of one of the most inten- 
sive merchandising drives ever staged 
by Nash Motor Company. LaFayette 
insertions in both newspapers and 
magazines are staggered with Nash 
insertions, the schedule of which is 
also being increased considerably 
during this period. 


Joins “Racquet” Staff 


Effective May 1, H. W. Mallinson, 
Jr., for eight years with Theis & 
Simpson, Chicago publishers’ repre- 
sentatives, has been appointed east- 
ern advertising manager of Racquet, 
a new tennis magazine which will 
appear June 1. 


Two to Huber & Creeden 
Advertising of Amalie Pennsylva- 
nia motor oil, using New England 
newspapers, and H. S. Macomber & 
Co., Boston, has been placed with 
Huber & Creeden, Boston agency. 


Appoints Merchant 
The Kimberly-Clark Corporation, 
Neenah, Wis., has appointed Mar- 
quette Paper Company, Chicago, as 
merchant fer its new uncoated book 


Naturally, Shell wanted the best 


in Kansas City, and they got it. 


C 


Merritt ) 


DOWN 


advertising. 


same idea. 


in Birmingham. 


John J. Sullivan, Mgr. 


IN ALABAMA 


Ten years ago a young fellow landed in Birmingham 
with very litthe money and plenty of ideas about outdoor 


He felt that the ideal poster plant would be one that 
would give maximum circulation with a minimum number 
of panels to the location. The idea must have been good for 
every live awake poster plant in the country is now using the 


The Alabama Ad Company has always made money for 
national advertisers who check before they place their order 
for poster advertising in Birmingham. 

Shell used the Alabama Ad Company's plant. because 
the Outdoor Advertising Agency of America who places the 
poster advertising for Shell, checked before placing the ordet 


Alabama Ad Co. 


BIRMINGHAM, ALA. 
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MUTT: 


Hi Folks—you've seen us in that big comic character adver- 
tising campaign for SHELL Super-Charged Gasoline. Let's listen 
to little Jeff and our friends, the Skipper and Powerful Katrinka, give 
yau the inside story. 


for Quicker’ 


Starting JEFF: 


Eighty-five thousand two-sheets, 
in six colors each, were needed. 
SHELL picked CONTINENTAL 
LITHOGRAPH CORP. of Cleve- 
land. They worked their presses 
day and night finishing the job in 
ten days. 


A RECORD. , 7 y ‘ ‘ 


ish Copyright—H. C. Fisher Copyright——-H. C. Fisher 


©) MUTT SKIPPER: JEFF 


And then there were ninety thousand flags and 


on three hundred fifty-three thousand miniature cutouts. Pon 
pre- THE MASSILLON CLEVELAND AKRON SIGN CO. 

4 turned them out in just eighteen days. 

— ANOTHER RECORD. 

en 

ile 

fe fi ~ ee 


. {. POWERFUL 


ts “ KATRINKA: 
— 4 The eighty-five thousand dis- 
~~ IT's . 4 plays requiring five hundred 
Super-CHARGED 3 thirty-two tons of mounting “ 
“ : : : board had to be mounted and 
for EXTRA i paraffined in a hurry. THE 
M . DYMENT CO. of Cleveland 
= ILEAGE stepped on the gas, and rushed 
a : them through in nineteen days. 
. cue, = AGAIN A RECORD. 
at 
te / 4 
“yh = Due to appear at every SHELL station in the country 
te Friday, April 13th, they were there on the dot and you'll 
nid % notice in looking them over that speed didn't interfere with 
we Bs ae high quality. Those three companies—like SHELL gas—are 
PAC just naturally super-charged. a 
SKIPPER POWERFUL KATRINKA 


TRY THEM FOR YOUR NEXT JOB he 
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CHICAGO AGENCY 
EQUIPPED WITH 


SHOW WINDOW 


Chicago, April 26.—Window dis- 
plays for advertising agencies is the 
latest innovation in Chicago agency 
circles. Conceived by Gordon Hoge, 
manager of the Chicago office of 
Young & Rubicam, the plan has at- 
tracted so much attention that one 
or two other agencies are thinking 
of adopting it. 

The window used by Young & 
Rubicam is on the ground floor of the 
LaSalle-Wacker Bldg., of which the 
agency is a tenant. While it faces 
the lobby, and therefore is not re- 
garded as quite as valuable as one 
fronting on the street, the agency’s 
use of the window for itself and the 


clients it serves has attracted con-’ 


siderable attention from those enter- 
ing the building. 

Mr. Hoge purposely selected a 
small window, so that the task of 
installing the displays would not be 
burdensome. 


The centerpiece consists of a 


placard bearing the names of leading | 


clients of Young & Rubicam. The 
oe of the space is devoted to 
splay of one of these client’s 
petra The displays are changed 
| every two or three weeks, and timeli- 
ness is the great asset which is 
sought. The initial display was that 
of Frankfort Distilleries, coming at 
a time when the public was much 
wrought up over the return of legal- 
ized whisky. 
| All Are Timely 
| The current display is that of the 
Rath Packing Company, of Water- 
loo, la. Young & Rubicam engaged 
upon a complete repackaging pro- 
gram for this client, and the window 
shows many of the company’s prod- 
ucts in their new garb, with a dif- 
ferent color for each meat, while 
the family resemblance is main- 
tained. The old packages are not 
displayed and the observer must 
read between the lines to see an ad- 
vertisement for the agency. 

The list of advertisers served by 
Young & Rubicam is so varied that 
no difficulty has been found in intro- 
ducing the seasonal element. The 
Rath Packing Company’s display was 
installed during the Easter season, 
when the thoughts of housewives 
were turning to good food. During 
the automobile show in Chicago, 
Packard was given the right of way. 


= 


The window is too small to house 
one of the big cars, so Mr. Hoge dis- 


| played a color spread used by Packard 


in Fortune, with a streamer running 
to an actual Leadd 


ee ee ‘Adds 
To List of Accounts 


Seventeen new accounts have been 
added to the Venable-Brown Adver- 
tising Company’s department of 
school and college advertising since 
Jan. 1. 

The agency has also been ap- 
pointed by Campbell - Hausfeld Com- 
pany, Harrison, O., maker of Paragon 
spraying equipment, and Fischer’s 
SurfaSaver, maker of _ industrial 
soaps and cleaners. 


Bolton Makes Talk 


Fred Bolton, art director of J. 
Walter Thompson Company, will talk 
to the students of the Chicago Acad- 
emy of Fine Arts on the subject of 
layout and design in commercial art 
Thursday, May 3, at 3:45 in the 
Academy’s studios at 18 S. Michigan 
Ave. The talk is open to the public. 


Popell Rejoins Agency 

B. B. Popell, for several years with 
the copy department, Ruthrauff & 
Ryan, Chicago, has rejoined the 
agency in the Detroit office. He has 
recently been advertising manager of 
Miller & Hart, Inc., Chicago packer. 


IN THE 


GREAT SUPER-SHELL 
GASOLINE CAMPAIGN 


As nationally recognized creators of 
original and effective sales stimu- 
lants, we were called in by Shell 
Petroleum Corporation for our con- 
tribution to the great campaign. 


WE FURNISHED THE MASKS 


Just another evidence of Einson- 
Freeman creative ingenuity in helping 
advertisers and agencies alike to com- 


plete their pictures. 


This is but one of 


many ideas now on tap for similar helps. 


Write us for particulars. 


Creative 
Lithography 


Adtertisers 


EINSON-FREEMAN CO.** 


. LITH 


OGRAPHERS ° 


Starr and Borden Avenues 


Long Island City, N. Y. 


CONTAINS 
NO SOAP 
NO OIL 


Note: 


DRENE ENDS "SCUMMY FILM" IN SHAMPOOS 


says President, 
National Hairdressers’ 
Association 


Picture this—a few drops of an astound. 
ing ae that contains neither scep 
nor od... a magic lather. . . @ quick 
- One rinse. end your 
hair radiant with sheen! 

Sounds lke a miracle—and miracle ir 
is, says Emil Rohde, president of the 
National Association of Hairdressers! 
Read what he says about this astounding soapless sham 
poo discovery by the Procter & Gamble Company. 


“In my beauty shops at the Edgewater Beach Hore!, 


iment women in Chicago. Naturally, we have just one 
purpose—to make che hair as sparkling<lean and os 
gloriously beautiful as is humanly possible. 
“Recently, | threw out soap shampoos entirely—after 
using them in my work for nearly quarter of a century! 
‘Why! Because a soapless discovery had been brought 
to my attention which, unlike soep, never « 

with the minerals found in water, perspiration and 
acalp-cil to cloud the hau with unrinsable fim) 
ee, tte bie bare | coat cnvthing deme apogee 
the hair so brilliantly vital as this new soapless Drene 


Incidentally, it grves a natural lustre todyed hair 
euch as | have never been able to obtain in any other way. 


“I advise you to try Drene— because not until you de 


At the New York Beauty Show 

held at the Pennsylyania Hotel, 

March 19 to 22, the outstanding 
was Drene sh 


= 


SHAMPOO 


dreneg 


Newspaper advertisement for Drene, new soapless shampoo product 
of Procter & Gamble Company. 


Heaslip Appointed 


Fred J. Heaslip, purchasing agent 
for Fairbanks-Morse & Co., Chicago, 
has been named administration mem- 
ber of the code authority for the 
photo-engraving industry. 


Vichek Promoted 


Gordon Vichek, account executive 
of Campbell - Sanford Advertising 
Company, Cleveland, has been made 
a vice-president. 


Appoints Representative 

Chalmers Publishing Company has 
appointed Don Harway Pacific coast 
representative for Cine Mundial, 
Spanish magazine. 


Rushin to Represent 


McCandlish Lithograph 


Jack J. Rushin has joined the Mc- 
Candlish Lithograph Corporation, 
Philadelphia, as representative in the 
southeastern territory, with head- 
quarters in the William Oliver Bldg., 
Atlanta, Ga. 

W. B. Wilson, who formerly coy- 
ered this territory, is now in charge 
of the company’s New York office. 


Leaves Toronto Firm 


Wilbur C. Jeffries, formerly with 
Maters & McLeod, Los Angeles adver- 
tising agency, has resigned his posi- 
tion as advertising manager of Vic- 
eroy Mfg. Company, Ltd., Toronto. 


and designed by ~ 


ome of the many SHELL 
| poster designs made for the 
Outdoor Advertising Agency 


POSTER ILLUSTRATION 
LETTERING & DESIG’ 


| Phone CENTRAL 0 
GN. MICH. AV. CHIC 
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FASHION BOOKLET 


HELP IVORY GET 
ITS STORY OVER 


New York, April 26.—As a fore- 
uner to consumer promotion of 
ivory Soap Flakes for keeping sum- 
* wash fabrics in good condition, 
Procter & Gamble have issued a 
ok of fashion photographs to 
iny of the leading sportswear buy- 
department and_ specialty 
‘ores throughout the country. 
Current fashion information points 
to the fact that the coming summer 
will be a good season for dresses and 
suits of washable cotton, synthetics, 
and silks. Procter & Gamble point 
out to buyers that customers almost 
invariably will ask, “will it wash?” 
The answer is that Ivory Flakes does 
cater and better than ordinary job. 
The book, entitled “Summer Fash- 
ious by the Sportswear Guild,” is as 
its name indicates a collection of 
fashion photographs and information. 
Discussion of Ivory Flakes in rela- 
tion to the presentation does not oc- 
r until the third cover, where 
methods of washing various fabrics 
are outlined. 
fashion photographs featuring the 
newest models of leading American 
women’s apparel designers occupy 


‘ of 


the upper halves of the pages. They | 


were made by Baroness Von Horn 


and Henry Waxman. 
A Subtle Point 


Sportswear buyers were informed 
that all the garments presented had 


been washed satisfactorily six times 
in Ivory suds. Elizabeth Chadwick, | 
fashion representative of Procter & 
Gamble, told them if they purchased 
for resale the garments illustrated, 
they could be sold to customers as 
washable in lukewarm Ivory suds 
but “the fabric manufacturers who 
are quoted cannot vouch for any 
soap that is less pure.” | 

Advertising in the trade press was 
used to gain additional circulation 
for the single edition after the initial 
distribution to a comprehensive list | 
ot buyers. 

It pointed out that this is the first | 
time the Sportswear Guild has ca- | 
operated exclusively with a manu- 
facturer of fine-fabrics soap. 

Procter & Gamble is continuing its 
effort on behalf of Ivory in the tex- 
tile field by staging exhibits at trade 
shows, such as that of the women’s 
silk hosiery and knitwear industry, 
and certain consumer expositions 
like the current Man-Made Materials 
Exhibition of the Fashion Group in 
the RCA Building, New York. 


Lord & Thomas Add 
“New York Times” 


Lord & Thomas have been ap- 
jointed to handle advertising of the | 
New York Times. A campaign is | 
low appearing, based on the R. L. 
Polk consumers survey, in news- 
Dapers in leading cities. 
Frei M. Farrar has resigned his | 
bosition with the general offices of | 
the Hearst newspapers, and has/| 
‘ined the New York office of Lord & 
‘homas, 


Appointed to Board | 


Kenneth Collins, assistant to the | 


‘esident, Gimbel Bros.; Paul Cor- 
tell, president, Geyer-Cornell Com- 
aay; J. K, Evans, vice-president, 


reveral Food Sales Company, and 
“(gar Kobak, National Broadcasting | 
“ompany, have accepted appoint- 
Yents on the advisory board of the 
“ace Institute school of marketing, | 
“Vertising and selling. 


C hrysler C hoir on Air 


The Chrysler male choir, largest 
“dust ial chorus in the country, will 
‘sent its first radio performance 
. t WABC-Columbia, Tuesday, May 
» a 10:30 p. m., EDST. The pro- 
it will be heard from Orchestral | 
‘all, Detroit. 


| Officers Re-Elected | 


‘ll officers of the Wisconsin Out- | 
,." Advertising Association were re- 

led at the annual convention 

.. April 19-20 at the Loraine Hotel, | 


AUISON 


Made Public Printer 


A. E. Giegengack, for 25 years con- 
nected with the printing industry in 
New York, and head of the govern- 
ment printing office since i921, has 
been selected for the office of U. S. 
Public Printer. Mr. Giegengack is 
code director for the trade typeset- 
ting industry. 


Tenth District Meets 


A meeting of the board of directors 
of the Tenth District A. F. A. will 
be held in Dallas April 28-29 to plan 
organization of a state-wide vigilance 
committee. 


Stations Pick Reps 
Stations KGNF, North Platte, 
Nebr., and WKZO, Kalamazoo, Mich., 
have appointed Kasper-Gordon 
Studios, Boston, as New England rep- 


Wrigley’s New — 
Outdoor Poster — 
Appears June 1 


Chicago, April 26.—From his re- 
treat on Catalina Island, P. K. Wrig- 
ley, youthful president of the Wm. 
Wrigley Jr. Company has placed his 
O. K. on a poster which will be given | 
a half-showing in every town in the 
United States over 1,000 population, 
beginning June 1. 


The new poster will be the second 
carrying the new Wrigley slogan, | 
“Keeps the Taste in Tune.” Mr. | 
Wrigley is said to regard this as a 
vast improvement over the one used | 
until recently, “Makes the Next 


to smokers, it may also influence the 


| Motor Products Corporation, Detroit, 


| Smoke Taste Better.” He is especi- | 


ally pleased with the fact that while | 
the new slogan continues to appeal | 


not inconsiderable army which does 
not use nicotine. 

While Mr. Wrigley does not be- 
lieve in long-time advertising com- 
mitments, it is probable that his 1934 | 
expenditure for outdoor advertising | 
will reach $800,000. The investment | 
in the new poster alone will approx- 
imate $200,000. 

The new campaign is being placed 
by Charles W. Wrigley Company. 


Rands Elected 


At the meeting of the directors of 


W. C. Rands was elected president, 
succeeding D. B. Lee, retired. All 
other directors were re-elected. 


resentatives. 
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| with 
,and George O. Hackett have formed 


Form Publishing Firm 


Elliott S. 
Allied 


Kinney, 
Theatres 


for ten years 
of Michigan, 


Broadcast News Company, Inc., with 
offices in the Fox Theatre Bldg., De- 
troit. They will issue a new publica- 
tion, Broadcast News, which will ap- 
pear about May 4. 


Offer New Stetson 


Stetson Hat Company is planning 
a fall campaign for its new division, 
Penn-Craft Hat Company, Philadel- 
phia. The Penn-Craft Hat was first 
marketed without identification as a 
Stetson offspring. 

Agency Moves 

Anderson, Davis & Platte, Inc., New 
York, has moved its offices to Rocke 


feller Center. The new telephone is 
Columbus 5-4868. 


THE B 


@ The channel of the national women’s market is 


plainly buoyed. 


@ On the port hand when entering, leave the black 


buoy 20 (on the other side of which lie the shallow 


waters of flapperdom.) To 


starboard, leave the red 


buoy 50 (beyond which are the hard, inflexible 


rocks of old age.) 


® Between 20 and 50 lie the years in which women 


do most of the buying of their lifetime. The Second- 


Score-and-Ten are the years in which they marry, 


build homes, raise children. Those are the years of 


social aspiration, careful dressing, meticulous atten- 


/ tion to beauty of form and face. Those are the years 


in which they buy food and furniture and household 


for themselves but for their husbands, their chil- PZ, 


dren, and their homes. 


equipment, the years in which they buy not only 


® Delineator has a larger percentage of its readers — ty 
in the Second-Score-and-Ten than any other large 
women’s magazine. The Starch Survey (details on Wh 


request) proves this conclusively. 


® But it is not to be wondered at. Since 1926, 


Delineator’s entire editorial policy has been designed ( Om 


LNA 


~~ 


me 


EARLE R. MacAUSLAND, ADVERTISING DIRECTOR 
420 LEXINGTON AVENUE, NEW YORK CITY 
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ADVERTISING AGE 


SCHENLEY AND 
CANADA DRY IN 
NEW CAMPAIGNS 


“Mark of Merit’’ Is Given a 
Big Send-Off 


New York, April 
portant developments 
vertising served as 
that leading firms 
will not permit the 
within the next few 
days are over. 

Copy on the “mark of merit” of 
Schenley Products Company broke 
simultaneously the first of the week 


26.—Several 
in liquor ad- 
proof this week 
in the business 
public to forget 
months that dry 


in 125 newspapers throughout the 
country. It is also current in 50 
magazines and in car cards and 
buses, as well as on outdoor boards 
in 30 cities. 


Keystone of the outdoor advertis- 
ing is the large electric sign placed 
in operation Monday evening over- 
looking Times Square. It repro- 
duces the “mark of merit” in colors, 


A prominent agency executive 
paid us this tribute recently, 


im- | 


April 28, 1934 


contains the name Schenley in let- 
seven to 16 feet high and a 
likeness of the Mayflower whiskey 
bottle 11 feet wide and 36 feet high. 

Public service feature of the sign, 
formal lighting of which was pre- 
ceded by a dinner sponsored by the 
Broadway Association, is a one-ton 
thermometer registering the  pre- 
vailing temperature on a 17 foot dial. 


ters 


It will vie with the news flashes on 
the Times Building and time an 
nouncements at the north end of 
Times Square for the repeated at- 
ltention of millions of people who 
pass daily. 
Identifies All Products 

| “The mark of merit,” Harold Ja- 
|cobi, president of Schenley Prod- 


ucts Company, said, “was conceived 
ito clear confusion of brands and 
| names in the public mind. For some 
| time we have been aware that the 
| public has been at a loss to know 
| what is what because of the mul- 
|tiplicity of names. Now, when the 
| customer wants a Schenley product, 


| whether it be a domestic whisky or 
|a foreign wine, he can know immedi- 


lately whether he is getting a Schen- 
ley product.” 

Behind the extensive 
of the mark of merit will be a mer- 
chandising campaign, Mr. Jacobi 
Every seller of liquors and 


advertising 


states. 


wines will be told the story. Every 


bottle of Schenley whiskies as well | 
as imports sold by Schenley subsidi- 
now carries the mark. 

tons, wrappers and cases also 
ture it. 

While Schenley was busy launch- 
ing its new distinguishing mark, 
Canada Dry Ginger Ale, Inc., 
launched new campaigns on ginger 
ale, sparkling water and Johnny 
Walker Scotch whisky. They are 
being directed by J. M. Mathes, Inc., 


aries 
fea- 


advertising counsel for all Canada 
Dry products. 
In the ginger ale and sparkling | 


water campaigns, five different size 


newspaper schedules were developed | 


with reference to size of the mar- 
ket and past sales. Biggest of these 
more than 13,000 lines; smallest, 
about 2,500. Copy runs in 166 cities 
and 182 newspapers. 

Johnny Walker advertising will be 
in four colors in ten class magazines, 
with ten black and white pages in 
five magazines. Rotogravure’ in 
New York and Boston newspapers 
and black and white schedules in 
newspapers of ten large cities are 
included in the program. 

The Johnny Walker magazine cam- 


1s 


paign starts in May and_runs 
through September. Newspaper ad- 
vertising started this week runs 


through June. 


Two other Canada Dry campaigns | 


started in March on Cinzano ver- 


“ .. the Walker & Co. plant is 


now practically 100% effective 
in advertising value... 


following an inspection of the 


Shell poster display. He wrote: 


“While in Detroit, I inspected 
the Shell poster showing and 
it is my great pleasure, in 
writing this letter, to state 
that this particular poster 
showing was one of the finest 


WALKER & CO. 


OUTDOOR ADVERTISING 


THROUGHOUT MICHIGAN’S LARGEST TRADING AREAS 


it has ever been my good 
fortune to inspect anywhere.” 


In closing, this executive continued: 


“It is indeed a pleasure to ac- 
knowledge cooperation of this 
character and to extend our 
sincere appreciation to a com- 
pany who has done so much 
good for the Outdoor industry.” 


Mi 


Car- 


PERILS OF COSMETIC SKIN OUTLINED 


you wish, yet gverd ogeinest ugly COSMETIC 
SKIN this modern wey... 


se, tify it, too. Every time 


you pve 


SKIN —a widespread m™ complenon trouble 


despread modem comp 
distressing yet easy to guard against 
C ‘. . hone, have used it for years 

osmetics Harmless if removed this way quate benety onny tes yous thin. 


Cosmetics need not harm even deicate sian un- 


ns. the pe 

distended. The y 

@oon the warning signals of cosmetic 

appear 

Don't run this risk. You needn't 
made to remove cosmetics thoroughly 

Itanch, ACTIVE lather snks deeply unto the pores, 


a” 


you go to bed at night, remove stale make-up 
thoroughly the modern Luz Toilet Soap way. 
This simple care wil! protect your sin —beau- 
you use this gentle soap 
your sinn atrue beauty treet 
Precious Elements in this soop 
L niet Soap contains precious ele 
te un een Lo beep mt youthful: 


Begs today to use this 


\ cosmetics , but 
thanks to LUX 
Toilet Soap 
| never wor 


about Cosmetic 


se ot 


mouth and Sandeman wines. The 
vermouth copy runs black and white 


and in color in 12 magazines, sup- | 
white | 


plemented by a black and 
schedule in New York newspapers. 
This campaign expires in June. The 
initial Sandeman campaign in 18 
magazines runs through May. 


Two Appoint Sun 

The Fitzgerald Mfg. Company, 
Torrington, Conn., maker of Fitzger- 
ald gaskets, has appointed the Sun 
Advertising Company, Toledo, for its 
automotive division. Automotive pa- 
pers and direct mail will be used. 
The same agency has been named by 
Marion Lambert, Inc., maker of Dew 
products, using newspapers, Class 
magazines and trade papers. 


W. E. Ahern Dies 


William E,. Ahern, for the past 11 
years sales manager of Johnson & 
Bassett, Inc., Worcester, Mass., 
maker of wool-spinning and engrav- 
ing machinery, died in Massachu- 
setts General Hospital, Boston. He 
was 68 years old. 


Joins Donahue & Coe 

Edward C. Bolger, formerly an ac- 
count executive with the William H. 
Rankin Company and prior to that 
on the staff of McManus, Inc., De- 
troit, has joined the copy department 
of Donahue & Coe, Inc., New York. 


Brewer Names Agent 
Duluth Brewing & Malting Com- 
pany, brewer of Karlsbrau beer, has 
placed its advertising with Batten, 

Barton, Durstine & Osborn, Ine. 


Warning Aired 
| By Lever Bros. 


| New York, April 26.—The count- 
| less millions of girls and women who 
‘comprise the American cosmetic 
| market are being warned against the 
menace of “cosmetic skin” in a new 
newspaper campaign just begun by 
Lever Brothers Company through the 
J. Walter Thompson Company. 

The new copy angle, which points 
out that continuous use of Lux soap 
minimizes the perils of this dread 
disease, is appearing in large size ad- 


vertisements in the newspapers on 
the Lux schedule. 
The new disease is treated as a 


thing fully as odious as Lifebuoy’s 
“B. O.” Copy running 1,500 lines 
which introduced the new theme was 
illustrated with the photograph of a 
girl peering into a hand mirror, in 
the glass of which appeared the 
frightening message, “Look out! 
You're getting coarse cosmetic skin.” 

“You can use all the rouge and 
powder you wish,” the copy went on 
to reassure readers, “yet guard 
against ugly cosmetic skin in this 
modern way. id 

The Lux treatment recommended 
deals with the thorough removal of 
cosmetics and make-up, enabling 
pores to function naturally and 
thereby avoiding clogging, with col 
sequent development of blackheads 
and large pores. 


Super 
SHELL 


GASOLINE 


CAN’T BE FOLDED UP --- 
CAN’T BE TUNED OUT --- 
CAN’T BE THROWN AWAY. 


THAT’S 


OUTDOOR ADVERTISING 


. 
. 


MADISON, WISC. 
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THE BETTER MARKET 
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HUGE CHEVROLET 


SPECTACULAR IS 


PUT IN SERVICE 


Ceremonies Mark ‘‘Opening’” 


Of Chicago Display 


Chicago, April 27.—Tonight at 9 
ovlock Mayor Edward F. Kelly of 
Chicago and Rufus Dawes, president 
of A Century of Progress, will throw 
the necessary switches to light up 
for the first time the world’s largest 
sign—the colossal 288-foot high elec- 
tric spectacular built for Chevrolet 
east of the intersection of Randolph 
St. and Michigan Ave. 

Preceding the initial illumination 
of the sign Mayor Kelly and Mr. 
Dawes, as well as a number of other 
public officials and advertising men, 
will be guests of Marvin C. Coyle, 
president and general manager of 
Chevrolet, at an informal dinner at 
the Drake Hotel. Among the guests 
will be George Donahue, superin- 
tendent of the South Park Commis- 
sion; Major L. R. Lohr, general man- 
ager of A Century of Progress; P. L. 
Smith, vice-president, Commonwealth 
Edison Company; Charles L. Borland, 
James Overlock, W. D. Krupke, W. 
A. Keating, and R. L. Parkinson, of 
Federal Electric Company, builders 
of the huge sign; 

John Schumann and J. L. Myers, 
vice-presidents, W. J. Kennedy, re- 
gional manager, and E. E. Hutchin- 
son, Chicago branch manager of Gen- 
eral Motors Acceptance Corporation; 
Col. A. P, Wenzel, vice-president, 
Michigan Central Railroad; Felix 
Doran, assistant general sales man- 
ager, G. I. Smith, Great Lakes re- 
gional manager, George Lowe, Janes- 
ville plant manager, C. P. Fisken, 
advertising manager, J. C. Gormley, 
director of publicity of Chevrolet; 
R. H. Crooker, vice-president and E. 
M. Zuber, director of outdoor adver- 
tising of Campbell-Ewald Company, 
the Chevrolet agency, and Gardner 
Cobb, manager and Douglas Frazer, 


assembly line manager of the Gen- | 


tral Motors building at the, fair. 
Requires Maintenance Crew 


Detailed specifications of the tre- 
uendous spectacular, which will dom- 
inate Chicago’s famed Michigan Ave., 
und will be visible for many miles 
Grant Park and the outer 
irive, were published in the Feb. 3 
ssue of ADVERTISING AGE. 

Not only will the huge structure be 
the only outdoor spectacular to con- 
lain an elevator of its own, but it will 
ikewise have a private telephone lo- 
ated in the control room 220 feet 
the street. 

Another distinction claimed _ for 
‘he spectacular is that it will be the 
uly sueh structure in the world 
arge enough to require the constant 
attendance of two employes, who will 
make their headquarters in the siz- 
able control room built on to the 
‘tucture, and who, it is anticipated, 
“ill be kept busy replacing burnt out 
‘amps, ete. The sign contains over 
1,000 lamp sockets, and it is expect- 
“l that after the initial period, ap- 
‘TOxXimately 150 lamps will have to 
‘e replaced each 24 hours. 

One unusual feature of the sign is 
‘he inclusion in the operating mech- 
anism of a mechanical device, using 
‘he sensitized plate idea, which will 
‘ulomatically turn the spectacular on 
‘henever a specified degree of dark- 
‘ess is reached. On a particularly 
eerless day, for example, this au- 
‘Matic control may light the sign 


across 


above 


‘high noon, or at any other unusual | 


‘Ne, Without special attention. 


Daniel Starch Moves 
New England offices of Daniel 
rch will be moved to 42 Quincy 
.. Cambridge, Mass., where the en- 
€ building will be occupied. 


Huffman to United 


_: R. Huffman has joined United 


‘avert j 


Rep, 


appointed a 


sing Companies, Inc., Chicago, | 
‘Pace buyer and production man- | 


Acquires Schellenbach 


Burton Schellenbach, who has 


| operated a retail service agency in 


Cincinnati, has joined Keelor & 
Stites Company, Cincinnati, as ac- 
count executive and assistant radio 


director. 


MacDowell Ad vanced 


Malcolm MacDowell, who has been 
with Holden, McKinney & Clark, Inc., 
Detroit, for the past year, has been 
vice-president of the 
company, 


Radio Rep Moves 


The Chicago office of Free & Slein- | 
|inger, Inc., radio station representa- 
tive, has been moved to larger quar- | 
ters in 


the same building, 180 N. 
Michigan Ave. 


Higher Income 


Brackets Buy 


Most Liquor 


Syracuse, N. Y., April 26.—A defi- 
nite relationship between the family 
income and the consumption of post- 
repeal beverages is indicated by a 
survey just completed by the Syra- 
Post-Standard. The Syracuse 
figures, according to Grant W. Ernst, 


cuse 


advertising director of the Post- 
Standard, check very closely with 
similar figures gathered for the 
metropolitan market by the New 
York World-Telegram. 


Of 636 homes in Syracuse checked 


REMEMBER — you 
post the lithograph, 
not the original 
painting. .. . It's 
the reproduction 
that counts. 


Getchell, 


to determine how many families haa | 


purchased post-repeal 
was found that 323, 
than half, had made such purchases, 
The type of home made a vast dif- 
ference in the results, however. 

Of 254 homes assessed at $10,000 
or more checked, 216, or 85 per cent, 
had made purchases, while only 87, 
or 47.8 per cent of the 182 homes in 
the $5,000 to $10,000 class had done 
so, and only 20, or ten per cent, of 
the 200 homes in the below 
$5,000 had made purchases. 


beverages it 


class 


Nixon in poe Post 


Larry Nixon, formerly in the pub- 
licity department of J. 
Inc., in the Detroit 
has joined the staff of Hirshon, Gar- 


or slightly more 


Stirling | Charlestown, 
office, | 
| handle advertising. 
field & deGarmo, New York agency. | 


Adcraft Elects 


Leo. J. Fitzgerald, vice-president 
and general manager of WJR, De- 
troit, has been elected president of 
the Adecraft Club. J. J. Hartigan is 
vice-president; E. W. Husen, vice- 
president; O. L. Dorworth, secretary, 
and Gordon K. McEdward, treasurer. 


Has New Studio 
Dudley Lee, Chicago photographer, 
has formed a new studio in collabora- 
tion with Esquire for whom he will 
do a monthly series of photographic 
studies. 


Brewer to Frost 
Commercial Brewing Company, 
Mass., has appointed 
Harry M. Frost Company, Boston, to 
Newspapers and 
radio will be used. 


Youll hear about it 
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for SUPER SHELL 


Again SHELL commissions us to produce the poster that opened the 
present nation-wide Advertising Campaign for their Super-Charged Super 


Shell Gasoline. 


Eight years ago we made the first twenty-four sheet poster used by 
SHELL PETROLEUM CORPORATION and have enjoyed their steady pat- 
ronage and confidence ever since, as well as that of their agency, The Out- 
door Advertising Agency. 


Such continuous and satisfactory performance is a positive assurance to 
other National Advertisers, of our ability to meet every exacting requirement 
of the most discriminating user of this forceful medium. 


EDWARDS & DEUTSCH 


OFFSET =» 


POSTER ° 


COLOR ° 


COMMERCIAL 


LITHOGRAPHING COMPANY 
CHICAGO 


DETROIT, 


SALES OFFICES 


IN NEW YORK, 
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Oil Burner Is | 


Introduced by 
Norge Company 


Milwaukee, Wis., April 26.—The 
Norge Corporation, Detroit, manufac- 
turers of rollator refrigeration and | 
other home 
has announced its entrance into the | 
oil burner field, effective May 1. Dis- 
tribution will be accomplished in 
time to launch an energetic summer | 


‘a . ] 
diversified appliances, | 


and fall sales drive. 

The Norge oil burner division will 
be under the sales executive direction 
of H. E,. Whittingham. Ralph A. | 
Beale, formerly manager of 
Silent Automatic and Toridheat Cor- 
poration, will be in active charge of 
all sales operations on the field. 


sales 


Made in Three Models 


The Norge oil burner is of the gun 
type and is available in three models 
ranging from half-gallon per hour re- 
quirements to the sixteen gallon per 
hour requirements. Market estimates 
indicate that over 70 per cent of the 
51,336 installations in 1933 were of 
the gun type, according to the com- 
pany. 

The line will be distributed through 


"AS FRAGRANT AS 


FLOWERS IN MAY" 


Packages for Dwin, new househol 


d insecticide of Baldwin Labora- 


tories, Saegertown, Pa., which is supposed to kill insects and at the 
same time permeate the premises with a delicate odor of flowers. 


present distributors and | 
dealers. Retail prices for all Norge | 
models will be “competitive,” in most 
cases well under established prices, 
according to officials. Norge will 
later introduce a boiler-burner unit. 

Advertising for the firm is being 
handled by the Cramer-Krasselt Com- 
pany, Milwaukee. 


Norge’s 


The Yount Company, Erie, Pa., handles the advertising. 


Tony Wons Adds Time 


Sponsored by the makers of John- 
son’s Wax, Tony Wons and the two- 
piano team of Peggy Keenan and 
Sandra Phillips, will change their 
present program to Tuesday and 
Thursday, 1:45 EDST, starting May 
1, and will add a series at 5:15 Sun- 
days. The program is heard over 
WABC-Columbia. 


SHELL USING POSTERS 


N 
HOUSTON 


Youll hear 


about i 


* APRI 


os | \ 


) 


Main Blvd. at Berry 


As a part of its new 1934 advertising 


campaign, the Shell Petroleum Corporation is 
again using posters to increase the sale of 
gasoline and motor oils in the Houston territory, 
the results of their 1933 poster campaign in 
Houston having been so successful. 

Co-operation, service, and efficient dis- 


plays are responsible for these results. 


WRITE US FOR FURTHER DETAILS 


HOUSTON POSTER ADVERTISING CO. 


POSTER ARTS BLDG. 
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Houston, Texas 
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| Getting Personal 


All these boys were All American football selections in their col- 
lege days: Chester J. La Roche, Y&R v.p., Yale quarterback in 1916; 
Paul M. Hollister, Macy v.p., Harvard end in 1912; Jack Vareley, 
Kimball, Hubbard & Powel, Inc., captain and tackle at N.Y.U. in 1912; 
Ed Garbisch, J. Stirling Getchell v.p., West Point center; and J. K. 
Fraser, Blackman partner, was a Cornell star in 1899. 


Byron MacFadyn, of Ayer’s Philadelphia staff, has been a con- 
tributor to Good Housekeeping for four years, writing articles on food 
from the masculine viewpoint. Bartlett Arkell, Beech-Nut presi- 
dent, rides the Fifth Avenue buses every day because he finds them 
so convenient. He can get right off at the University Club, too. 


Lillian Campbell, secretary to Roy Durstine, is organization head 
of BBDO’s new “I Hate Bridge’’ Club. John Carter, of Physical 
Culture, is contronted with a peculiar domestic problem. His Irish 
terrier bites him when he tries to kiss Mrs. Carter. The beau- 
tiful flowers which adorn the reception salons at L&T are brought 
in each morning by John Migel, media department, who grows them 
at his home at Tuxedo. 

Jerome S. Meyer, president of Zinn & Meyer, is one of the 
country’s foremost game men. Simon & Schuster will shortly publish 
the fifth edition of his “Mental Whoopee,” a parlor game which has 
sold over 35,000 sets. He is also the author of the handwriting 
analysis, “Mind Your P’s and Q’s,” which was published in 1927 and 
which is still a best seller on the subject. 


C. W. Nash, head of Nash Motors, and Mrs. Nash celebrated 50 
years of married bliss at their Beverly Hills home this week. 
Mary Alcott, WLW starlet, is none other than the daughter of H. E. 
Richardson, Crosley Radio Corporation's s. m. . 


Thomas Hornsby Ferrill of the advertising department of Great 
Western Sugar Company, Denver, is accepting congratulations on the 
honorary degree of master of letters he has just received from the 
University of Colorado. . Sinclair Weeks, head of Reed & Barton 
Corporation, and Samuel Cabot, president of Samuel Cabot, Inc., are 
among the nominees for overseers of Harvard University. Mr. Weeks 
also finds time to handle the mayoral duties of Newton, Mass. 


Norman Vaughan, once with the Boston office of N. W. Ayer, and 
famous dog sled driver, recently acquired new glory in New England 
by taking food and supplies through almost impassable drifts to four 
families isolated near Ashburnham. 


James W. Young, professor of advertising at University of Chi- 
cago, and author of the Young report on agency compensation, is 
an expert in many fields. A former agency executive and now a part- 
time publisher, Jim has added to his list of titles that of chairman of 
the federal committee on Indian arts and crafts, a post to which he 
has just been named by Secretary of the Interior Ickes. . 


Robert W. Bingham, American ambassador to the court of St 
James, and publisher of the Louisville Courier-Journal and Times, re- 
cently was made an honorary ‘“bencher” of the Law Temple in London, 
an exclusive legal society which included in its membership five sign 
ers of the American Declaration of Independence. . 


Allen W. Rucker, president of Eddy-Rucker-Nickels Company, Cam- 


bridge advertising agency, was a member of the committee which pre 
sented the Lexington Declaration of April 19, 1934, to senators and 
representatives from Massachusetts on the anniversary of the Battle 
of Lexington. . 


Military notes: General F. R. Schwengel, who recently becam: 
vice-president of Joseph E. Seagram & Sons, Ine., famous distillers. 
is a brigadier in the Illinois National Guard. Edward H. Greist. 
modest and retiring account executive of Batten, Barton, Durstine & 
Osborn, Chicago, sports the ribbon indicating that he won the distin- 
guished service cross during the war. Mr. Greist was in the air 
service. 

William Kraus, of Needham, Louis and Brorby’s production de- 
partment, carries the flavor of the circus with him these days. He is 
in charge of the camp act to be put on by 24 Chicago Boy Scout troops 
at the Boy Scout circus May 5. 


Pauline Arnold and Percival White, who merged their businesses 
a month ago as Market Research Corporation, have been privately 
married for several years, while appearing to outsiders as strenuous 
competitors. .. 


Mr. and Mrs. Phil Thomson (Western Electric, ABC) celebrated 
their twenty-fifth wedding anniversary at their home at Glen Ridge, 
N. J., April 21. They were enthusiastically assisted by a group of 
about seventy-five friends, who praised Phil’s brand of eggnogg ex- 
travagantly. .. 


Herman Black, chairman of the board of the Chicago Evening 
American, has just returned from a four months’ tour of the world, 
during which it seems that he saw everything. . . Employes of Bulle- 
tin Company, Norwich, Conn., gave a surprise party for William H. 
Oat, secretary and general manager, on April 21, in celebration of his 
completion of 50 years’ service with the organization. . . 


Diamond Oil to 


Marlboro, Mass., is introducing Lewis 
Fly Remover, a cow spray that prom- 
ises to keep flies off cows for 24 
hours, far outdistancing its nearest 
competitor, which can claim only six Jr 
hours’ protection. ‘ a 


mail and farm papers, handled by 
John W. Odlin, Worcester, Mass., will 
start in Wisconsin and move east-| public relations counsel, Union Stock: 


ward. yards, re-elected secretary for “° 


which controls Bauer & Black, Chi- 
cago, and Lewis Mfg. Company, Wal-| to the senate the name of Rexfor 
pole, 


Press Men Elect 
Market Cow Spray 


" * Pj . t 
The Diamond Oil Company, Inc., Beeville Bee-Picayune, was elec 


held at San Antonio. 


A national campaign using direct | County News, 


Buys Holmes Plant 
The Kendall Company, Boston, 


seventh consecutive term. 


Tugwell’s New Title 


Mass., has purchased’ the| Tugwell, present assistant Sect 
Holmes Mfg. Company, New Bedford, | of Agriculture, to be Undersect 
Mass., which comprises a yarn manu-| of Agriculture, a position esPe¢ ; 


facturing unit and mercerizing equip-| created by the President fT ° r 


ment, Tugwell. 


George H. Atkins, publisher of the 


president of the South Texas Press 
Association, at the closing session 0 
the organization’s annual conventiol 


Other officers are Arthur Lefevre 
Texaco Star, assistant to the 
president; Alf B. Schroeter, Karn’ 
vice-president; Sa 
Fore, Jr., Floresville Chronicle-Jou" 
nal, treasurer; and Fred Hernd0}. 


President Roosevelt has presented 


etary 
etary 
tally 
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FORD 10 GIVE 
WOMEN DRIVERS 
A REAL BREAK 


Salon Staffed by Females to 
Explain All 


Detroit, Mich., April 26.—If ring 
cears and engine blocks supplant the 
latest movie or the newest book as 
topics around the bridge table during 
the coming weeks, blame can be 
placed upon the Women’s Automo- 
bile Salon to be opened by Ford 
Motor Company in Kern’s depart- 
ment store here tomorrow. 

For the first time in the industry's 
history the ladies will have a chance 
to ask questions about automobiles 
that long have troubled them with- 
out risking derisive male rejoinders. 
The Ford Women’s Automobile Salon 
will be staffed from beginning to end 
by women. The salon will operate 
on the premise that the automobile, 
which once relegated the lady of the 
house to the back seat, now is as 
much a part of her life as the latest 
refrigerator or the newest electric 
washer. 

The women in charge of the salon 
are undergoing special training at 
the Ford plant, and will be well 
versed in the fine points of a mod- 
ern automobile. For the first time 
in modern industrial history, the 
mysteries of what’s under the hood 
of an automobile will be unveiled to 
women—by women. They will an- 
swer women’s questions in a wom- 
an’s way. 


Attractive Surroundings 


The salon headquarters have been 
elaborately decorated for the event, 
with a prevailing color scheme in 
silver and gray. Modernistic pillars 
and lighting fixtures have been in- 
stalled to achieve a striking and at- 
tractive interior. 

A cut-away chassis of the 1934 
Ford V-8, with its parts in white 
enamel and chromium plate, will be 
a feature in the display, and a trained 
woman lecturer will explain to fem- 
inine listeners, amid luxurious salon 
ettings, just how and why the vari- 
ous Wheels turn and levers move. 

\ school in driving and traffic reg- 
ulation will be conducted, and en- 
rollment will be free to women visi- 
tors. By arrangement with the De- 
police department, a diploma 
sranted in this class will be recog- 
nized by traffic authorities as suffi- 
cient for granting a driver's license. 

Every detail of the Women’s 
Salon will be designed to refute the 
belief that modern day motors are 
too complicated or difficult for fem- 
inine drivers, Ford officials said. 
Particular stress will be laid on up- 
to-date driving aids which, they said, 
Inake it possible for drivers without 
extensive mechanical knowledge to 
Operate a car efficiently, without tir- 
Ing. Demonstrations will be offered 
to show the absence of undue exer- 
tion in driving the new car. All dem- 
Onstrations will be made by women. 


troit 


Plan Paper tlie 


To advertise the Miami Valley and 
lo as the natural source of supply 
' the United States paper needs, the 
Miami Valley Paper Shippers’ Asso- 
“lation, with headquarters at Middle- 
n, Ohio, will conduct a direct mail 
aud trade publication advertising 
ampaign through Keller - Crescent 
Smpany, Evansville, Ind., and Proc- 
ter & Collier, Cincinnati. 


B. B. B. Elects Officers 


George W. 


R Danielson, Providence, 
BJ 


advertising counsel, and Gor- 
Schonfarber, president, Lanpher 
hontarber, Ine., have been re- 
‘led direetors of the Better Busi- 
Bureau of Providence. Elmer 
abury was elected president for 
‘ith consecutive term. 


KNX f Power 
: Effective April 27, KNX, Holly- 
. 0G, Cal, increased its power to 


se watts, the maximum granted 


} 


federal radio commission. 


ne 
m 


“a menace to any community” 
state 
cers and Meat 
which closed in South Bend Tuesday 


New York, April 26.—One of the | aes Week 
|largest campaigns ever conducted by | 4/”¢"can Weekly. 
Holds Industrial Exhibit the Gillette Safety Razor Company Added to this will be use 


sponsored by the Dayton, 
News, 
an attendance of over 


won the second monthly tournament 
of 
held at the California Golf Club, San 
Francisco. 


Oppose Goodwin Plan 


Retail grocers of Indiana de 

yunced the Goodwin Plan as “com- 
ercializing of the churches,” and | 
at the 
convention of the Retail Gro- 
Dealers ee | 


The Dayton Industrial Exhibit, | will be 
Ohio, Daily 
was held April 15-22, drawing 
100,000, 


Peterson Golf Winner 


Clarence Peterson, 


Combined 


insurance man, Rowell five 


the Advertising Golf Association 


| fellows in 


New Gillette 
Drive Begins 
In Magazines 


launched in the 
June issues of 22 
Copy will be 


with the 
broadcast of Gene 


sents a keen, 
make men more 


more successful, 
and romantic to women. 

First of the magazine 
was to appear in Time 


May and_ Papers in a few cities. 


national magazines, | testing will continue in 
full pages. newspapers. 
: e : : Two themes will 
Ties in With Radio magazine advertising. 


nationwide | with a clean face as a 


and more 
advertising 
Among the magazines on the list are 
the leading weeklies, a good many of | are 


the monthlies and six farm papers. 
Four color pages will appear in The 


Gillette 


appear in 
One 
requisite to 


charming | working hours. It is 
as romantic and develops the 
inine 
this week. 
the males 


shaved, 


vhen 
perfectly 


women 


uncontroiled. 

May issues of the weekly 
of news- Zines will carry the new 
copy 
other in June. 
tion of Ruthrauff & Ryan, Inc. 


the anne 


Onondaga Appoints 


still 


deals 


Carroll and Glenn | success in business. Its illustrations Onondaga Hide & Leather Com- 
nights a week, it repre- | depict offi ind 1 busi pany, Inec., Syraeuse, N. Y., maker 
‘ ‘ é ak. > = ric ice ‘ re Te Ss ss > , ~ ~ : 
see oe el “l eee Se ae eee Senne of Walk-Eze Stocking Protectors, has 
double-edged drive to s< enes with copy in harmony. appointed Moser & Cotins, Utica and 
acceptable to their fhe other theme emphasizes the New York agency, to handle adver- 
business, incidentally | social aspect or success outside of tising. Magazines will be used. 


characterized 
fem- 
attitude toward men’s shaving, 
the happiness brought both men and 
concerned 
and the dis- 
tress added to life when whiskers go 


Mmaga- 
copy. Its 
first appearance in monthlies will be 
The campaign is the crea- 


The 3rd Factor 


IN THE NEW 


ERA 


IN ADVERTISING 


N PREVIOUS advertisements in 

Advertising Age I have called at- 
tention to the new era in advertising 
as manifested by the rapidly increas- 
ing use of electrical advertising as 
an essential and component part of 
a well-rounded national advertising 
campaign; both national advertisers 
and advertising agencies have, dur- 
ing the past decade, come to recog- 
nize the electric display sign as an 
important tool of merchandising. 


This recognition of electrical adver- 
tising by important national adver- 
tisers is based upon three factors. 
Two of these factors I have referred 
to previously. They are 


1. Electric Spectaculars erected in 
metropolitan centers to drive 
home an advertising message to 
a city’s buying population — 
while that buying population is 
on the buying path. 


2. Dealer Electric Signs to drive 
home an advertising message— 
at the point of sale. 


Numbered among the users of Fed- 
eral Electric Spectaculars are such 
important advertisers as Coca-Cola, 
Standard Oil, General Electric, 
Chrysler, Old Dutch Cleanser, Great 
Atlantic & Pacifie Tea Company, 
Kitchen Klenzer, Sunbrite Cleanser, 
Phillips Petroleum, Hydrox, Kraft- 
Phenix, Hiram Walker, Chevrolet, 
and others. 


While a list of users of Federal Deal- 
er Electric Signs contains the names 
of Anheuser-Busch, Coca-Cola, Fire- 
stone, Florsheim, General Electric. 
Goodrich, Goodyear, International 
Harvester, Montgomery Ward, Phil- 
lips Petroleum, Pittsburgh Plate 
Glass, Sears Roebuck, Sinclair and 
Standard Oil, to name but a few. 


Equally interesting and important, 
however, is the third factor in the 
new era in advertising, namely — 
Factory Roof Signs. 


Few, indeed, are the advertisers— 
whether they be national or local 


By WW. 
Vice-President in Charge of Sales 


D. KRUPKE 


advertisers — who cannot advertise 
their factories effectively—and prof- 
itably—with this type of advertis- 
ing. With factories located, in most 
instances, on well traveled railway 
lines, or on arterial highways carry- 
ing a heavy automobile traffic, the 
opportunity afforded for advertising 
a company’s name and produet 
through the use of Factory Roof 
Signs has been found worthy of 
every consideration. 


Too, more and more each day adver- 
lisers are coming to realize the value 
of Factory Identification, thereby 
tying-in their factories completely 
with their other forms of adver- 
tising. 


There are, then, we find, three fae- 
tors in the new era in advertising. 
They are: 


1. Electric Spectaculars for use in 
reaching the buying popula- 
tions of metropolitan centers 
—uwhile those buying popula- 
tions are on the buying path! 


225 NORTH MICHIGAN AVENUE 


BALTIMORE CINCINNATI 
LOUISVILLE MILWAUKEE 


DALLAS 
MINNEAPOLIS 


DULUTH 


2. Dealer Electric Signs erected 
over your dealers’ places of 
business for the purpose of re- 
minding passers-by of their 
needs and wants—at the point 
of sale. 


3. Factory Roof Signs for the 
purpose of identifying your 
factory and advertising your 
product. 


Leading national advertisers through- 
out the country are now profiting 
from Electric Spectaculars, as wit- 
ness, for example, the impressive ar- 
ray of Federal spectaculars erected 
along Chicago’s $2,000,000 “Sky- 


line of Signs.” 


Too, leading national advertisers 
throughout the country are now prof- 
iting from Dealer Electric Signs .. . 


And more and more each day im- 
portant national advertisers are 
turning to Factory Roof Signs as an 
important part of their advertising 
programs. 


In subsequent advertisements I shall 
show outstanding installations of 
Factory Roof Signs manufactured 
and erected by Federal for organiza- 
tions such as General Electric, Amer- 
ican Steel & Wire, and others. 


In the meanwhile, I shall be glad to 
send along to you complete facts re- 
garding one or all of these 
three factors in the new era 
in advertising, upon request. 


‘we 0O OUR PART 


FEDERAL ELECTRIC COMPANY 
CLAUDE NEON FEDERAL COMPANY 


CHICAGO 


HOUSTON 
NEW ORLEANS 


INDIANAPOLIS LEXINGTON 
PHILADELPHIA ST. PAUL 


Subsidiaries: 


FEDERAL BRILLIANT CO. 
St. Louis and 
Kansas City, Mo. 


CLAUDE NEON FEDERAL CO., SOUTHWEST 
Oklahoma City, Okla. 


Tulsa, Okla. Wichita, Kansas 
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Se tl i - 
Tite . . ° operating in the development of per- , 
ee Begin Campaigns Storer With WMAC NEW TRADE MARK wet cn wats ip el 
The American Sugar Refining Com-| George B. Storer, president of ville and Chattanooga. These will be i 
pany and its associate, the Franklin| CKLW, Detroit and Windsor, Ont., used only for demonstration pur- 
Sugar Refining Company, have in-| has taken over direction of WMAC, poses, proving the efficiency and 
augurated their 1934 newspaper ad-| New York, and has been elected presi- ; s ovin electrical 
vertising campaign on Domino and | dent of the Federal Broadcasting Cor- comune of employing 
i: c ed sugars. respec-| poration, which operates that station. =e 
oo senete ° re a = The following manufacturers pro- 
ere a 9 duce appliances approved by the 
‘ b [ Solon . New Post EHFA as to quality, design and price. 
B. S. Jaco s Dies F. J. Solon, general sales manager Electric ranges: A-B Stove Com- 
Ben S. Jacobs, for 20 years in the|of Owens-Illinois Glass Company, pany; Edison General Electric Ap- 
advertising department of the Boston | Toledo, has been advanced to the po- Y n & R bi m A ointed pliance Company; A. J. Lindemann ‘I 
Post, died April 22 of pneumonia.| sition of vice-president and general Ou g U Ca Dp & Hoverson Company; Malleable 
He was 54 years old. sales manager. § idi Iron Range Company; Landers, 
———— = =a am by TVA ubsi lary Frary & Clark; Westinghouse Elec- 
ae tric & Mfg. Company; and Estate 
. " ; : Stove Company. 
sai ._ a + — A 
4 New York, April 26. Posters, ELECTRICITY FOR ALL Electric refrigerators: Kelvinator 
: booklets and window displays for Corporation, Leonard Refrigerator cl 
immediate use are being prepared p oe ae Ci 
i aw Wie A Sabie Inc. as the | The Tennessee Valley Authority Company and Norge Corporation. y 
D) yung ubicam, Inc., a 1€ —~ Electric water heaters: Malleable 
es giteesitiel + a contrac insignia. . Ape tl 
e e e first advertising under a contract g [ron Range Company; Westinghouse , 
entered into by the agency and the | ———_—________ Electric & Mfg. Company; Cleveland ol 
INC. Electric Home and Pare Authority, pliances had not been reduced to|fjeater Company; A. J. Lindemann de 
a subsidiary of the Tennessee Val- enable widespread buying by the|g@ Hoverson Company; Hynes & th 
ley Authority. ee average consumer. Cox Electric Corporation; McGraw i 
i Retention of the agency? is be- Appliance manufacturers claimed Electric Company; Edison Genera! - 
lieved to be the first time that such they could not get prices down to| Klectric Company; and Philadelphia = 
Posters an organization has been employed popular level until power rates were| plectric & Mfg. Company. ah 
to carry on a long-time governmental | »equced to a point where their sales- Indicative of the popular price ap- os 
ph shaper of promotion and education. manship could place electrical stoves, | pliances to be promoted in a general on 
e e The major preston wa to erent water heaters, refrigerators, etc.,| way are the refrigerators of four = 
Painted Bu lletins Rares ee electrical | into the average home. cubic feet capacity. One of the prob- . 
power production of the Tennessee The program in the development] jems faced is to establish the fact Dt 
valley project. It has developed | 4¢ which Young & Rubicam is par-|that TVA approved appliances, a 
from the administration's plan to ticipating provides for simultaneous | hacked as they are by EHFA financ- ba 
make the Muscle Shoals power and sales effort by both power companies ing, bears no implication that other ; 
N 8th St nitrate plant a definite asset to the and manufacturers, the former offer- products do not have equal merit. a 
ee 1 * . public. P , ing promotional rates on Muscle Another problem will be that of i 
ae ee ee a Shoals power and the latter, low proper coordination of manufacturer in 
\ ‘ . work, the Electric Home and Farm 4 . F : : ar s pa 
. . ’ . , priced appliances. sales promotion activities in the area 
Kast St. Louis, Il. Authority will inform householders — educational work of the Au- om 
. i aaa , — en , : . In 
eet ee ra _ pace ee oe Emblem Developed thority. Brand promotion will be up sa 
daa. Niggoruhane ogling dy seape str gina tog? According to Mr, Allen, the Au-|to the manufacturer, ’ 
ting the benefit of special rates for : , . ; ’ I 
= " Se See . et ss current used thority plans to reach as many peo- Executives of the agency, accom pn 
: _ an : SS lat ple as possible by direct methods. | panied by staff artists, copy writers WW" 
“4 Covers Four Months Several posters are being prepared | and merchandising men have been in 
Bo yet Presta os | by Young & Rubicam for immediate | Knoxville working on plans with 
ae resident Roosevelt's utterances | 1.6 One card will indicate that |EHFA officials. ; 
: on Muscle Shoals have expressed his dealers displaying it are handling —_—_———- d 
ee steadfast determination to turn the TVA approved appliances Others é ~ 
I ENDORE SER \ ICE Gefcte i represents of the public under production will deliver insti- New York Agency Wins : , Ct 
books into a common good. The Na- tutional messages. Direct Mail Contest r 
tional Industrial Recovery Act gave The emblem designed by Young & 2am - a? Pe Ri 
him authority to form such agencies ; 7 J. Lawrence Arnold, New York 
, whe Rubicam shows a blue hand clutch-| geeney. w 0 firs ‘ize in : fol 
as necessary to accomplish this, and | , agency, won the $100 first prize in a 
Super th ; Ter aan Calin ? 4 “ it ing a red electrical flash, below|contest conducted by the Paper 
SHELL aed poageretgnt hoe ved Authority, which are the large TVA letters in| Demonstrator for the best direct de 
GASOLINE along with its subsidiary, a Delaware red and in blue, “Electricity For| mail piece printed on a stock pro- he 
corporation, were created. All.” moted through the magazine. pr 
Young & Rubicam’s contract is for it will. serve not only as & trade Other winners were Ben Wiley, eal 
a period of four months, during mark tor the general ro vain of typographer, Springfield, Ill.; O. E. fla 
which a great part of their work will : 1 ic = yee i : Booth Printing Service, Des Moines, : 
j : . 1 d ‘ices ¢ yer ¢ aP- i te - “On . rf . CONE r. 1 
Because | of efficient service most national be research. The consideration is =. a Pe as i oe : 
° ° ° 0.0 eens * . = ‘ a ert, 1io; Steiniger Clar As- n 
advertisers like Shell Petroleum Corporation ae vid ao ; ’ firms displaying it are cooperating | sociated Artists, Kansas City, Mo. 
‘ovides for a broad coopera- . ; . Mat 
: : Se and have financial backing rhe pea = \ 
are again using Olendorf Outdoor Advertising tion between the EHFA and the appliance subsidiary has a $1,090,000 as 
plants for their 1934 campaigns. agency. At the end of four months, | .a.h allocation from the National In- Has Prudence Products ne 
the agency will submit proposals for} qyctyial Recovery Act and a credit Boston Food Products Company, Sp! 
ae : the oye agi age and promo- advance from the Reconstruction —s ve gs rg ae: New sy ing 
jy, : tional activities which the Authority | ,;. aaperee , office of the Ralph H. Jones Com- te 
“Ss ’|Finance ( at 0.000.000 _ UN . Gey 
il The Olendorf Co. Olendorf Adv. Co. plans. : og ity aerials +] pany, effective May 1, to direct ad- 
sale 9 i gy oe siecle i Kae for its purchase financing. vertising of Prudence corned beef of 
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ADVERTISING AGE 


CONTINENTALIS 
ASKED TO CALM 


ITS COPY STAFF 


‘Bakers’ Helper’’ Pleads for 


More Moderation 


Chicago, April 26.—Charging that 
current newspaper advertising of 
Continental Baking Company, New 
York, is destructive to interests of 
the baking industry, Bakers’ Helper, 
one of the industry’s leading papers, 
demanded in an editorial this week 
that Continental revise its copy. 

Rakers’ He'per asserted that the 
bread vitality campaign, recently 
initiated by General Mills, Inc., has 
shown that bakers can advertise 
their own products without destroy- 
ing confidence in the products of 
their baker competitors and _ that 
bakers can promote the sale of one 
product without tearing down confi- 
dence in another product of the same 
bakery. 

“It is therefore unfortunate,” the 
editorial continued, “that one large 
bakery advertiser, Continental Bak- 
ing Company, is conducting a cam- 
paign which is very destructive to 
the general interest of the industry. 
In promoting the sale of one of its 
products, Wonder Split Wheat Bread, 
ir is retarding the sale of another 
product by bakers, namely, Cracked 
Wheat Bread. 


Difference in Process 


\t least one Chicago newspaper 
vivertisement, nearly a full page in 
size, was directed more largely to 
retarding the sale of Cracked Wheat 
read than to selling Split Wheat 
Bread.” The copy was quoted as 
follows: 

“There’s one big reason why Won- 
der Split Wheat Bread is so much 
better than cracked wheat bread, It’s 
properly prepared, especially in the 
milling of the flour. Tiny tender- 
flakes are split from the whole grain 

not shattered into jagged frag- 
ments by cracking. 

This means that Wonder Split 
Wieat Bread brings you the rough- 
age without objectionable harsh- 

It means, too, that Wonder 
Split Wheat Bread is more nourish- 
ing and far more appetizing. Won- 
cer Split Wheat Bread gives you all 
of the advantages of cracked wheat 


with none of its scratchiness.” 

The caption under the accompany- 
ing illustration explained that “man 
does not have a gizzard. The wheat 
he eats must be carefully prepared.” 


Bakers’ Helper also deplored Con- 
tinental’s eastern campaign on be- 
half of Wonder Wheat Bread, assert- 
ing that the copy contained state- 


Ments derogatory to whole wheat 
bi re 


‘tie campaign is, in our opinion, 


a mocitication of the food fad idea,”’ 
said Fakers’ Helper. “Why should a 
baker spend money to make dis- 
Pavacing remarks about a_ baked 
Pivduct? Is it not possible to sell 


ery product without ‘unsell- 
ing ther? 


Asks Help for All 


most unusual thing about 
ivertising is that the same 
iy will spend a sizable sum 
World’s Fair in Chicago this 
‘to install a bakery and show 
ers just how bread is made 


ss ‘Ww tasty and nourishing it is. 
: ‘s onceivable to our mind that 
a forw 


ird looking concern will show 
interest in the education of 
“" PLolic on the merits of bread as 
" 'O put in an outstanding exhibit 
Fair, and at the same time 
1's money in advertising to 
the sale of even one type of 
product, even though the 


“Dany does not make that kind of 
xe £oods. 


We hope that with its attention 
illed — : , 

_“G to this apparent inconsistency 
» Policy, it will modify its advertis- 


So that all bakers will profit from 
'asery advertising. It is not nec- 
‘Y to injure bakers generally to 


ler. 


Charles Keane 
was the speaker. 


promote the sale of the products of | 
one bakery.” 


Start Reference Service 


A new service for artists, advertis- 
ing managers, layout men and edi-| 
tors has been started at 664 N. 
Michigan Ave., Chicago, to be known 
as Artists’ Reference Service. 
large variety of photographs 
clippings are available for rental or 
purchase. 


F sounds hawt Meet 


The final forum meeting of the| 
Boston Advertising Club for this sea- 
son was held April 25 at Hotel Stat- 
The forum has been meeting as | 
the Boston Baked Bean Company, 
planning a hypothetical campaign. 
of the Boston Post | 


Jewelry Design 


Pirates Foiled 
By New Bureau 


Providence, R. 1, April 26.—Pro- | 
and | tection for manufacturers in fields | 
where style or design is a factor is 
|one of the outstanding but little ad- | 
| vertised benefits to be gained under 
| NRA codes, formation of the Design 
Registration Bureau in this city in- 
dicates. 


The Design Registration Bureau, 


which has taken quarters at 21 
Waterman St., has been established 
for manufacturers of medium and | 
low-priced jewelry, a field in which 


|design piracy has been rampant in 


the past. 

The bureau will register original 
designs submitted by manufacturers 
and will offer protection on such de- 
signs for a period of one year. It 
does not replace the Patent Bureau 
at Washington, which protects on 
mechanical construction. 

Speaking of the new bureau, Manu- 
facturing Jeweler commented: 

“Design piracy in the jewelry field 
has steadily grown in the past few 
years and had reached the condition 
where the marketing of an original 
design was so short-lived that in 
most cases it scarcely paid the manu- 
facturer for the expense involved in 
bringing out the new design. 

“Retailers will be more enthusias- 


| tic over jewelry which cannot be 


A 4 j - ‘. 


READERS OF THE S. A. E. JOURNAL 


ST \eeidias, 


Main Plant of Bendix Aviation Corp., South Bend, Ind. Insert: Vincent Bendiz. 


copied or duplicated by competitors 


'at a lower price. Designers will ex- 


pend their best efforts to create truly 
original designs. In the past there 


| has been almost no incentive to pro- 


duce anything original.” 


Grainger Bros. Broadcast 


Don Leon’ coffee, product. of 
Grainger Bros. Company, Lincoln, 
Neb., will broadcast a series of 100 
ene-minute dramatized announce- 
ments. Russell C. Comer Advertis- 
ing Company, Kansas City, Mo., is 
in charge. 


Display New Quarters 

The Town Criers of Rhode Island 
held open house in their new club 
rooms at 44 Washington St., Provi- 


|dence, April 18. 


A Billion-Dollar Parts Business 


“In conference with 
6000 automotive 
engineers, executives” 


REGULAR reader of the S.A.E. JourNnar 
and a past-president of the Society of 
Automotive Engineers, is Vincent Bendix, 
head of Bendix Aviation Corp. and its sub- 
sidiaries, the largest independent component 


parts manufacturing group in 
tive industry. 


One or more Bendix products are used on 
every American-built motor car. 
50,000,000 cars throughout the world have 


been Bendix equipped. 


Recognized as one of the nation’s leading 
Bendix has 
broadly in engineering as well as in man- 


industrialists, Mr. 


agement. 


In this respect, he is typical. 
development work has formed 


the automo- 


to success for scores of automotive leaders. 
That is one reason, among many, why the 
S.A.E. JouRNAL holds such vital interest for 
so large a proportion of the general execu- 
tives as well as the technical men in auto- 
motive parts and accessory plants, in car and 


truck factories, in the aviation field and in 


More than 


transport and maintenance operations. 


NGINEERS and executives of more than 


2000 other important companies manu- 


achieved 


facturing original equipment and _ replace- 
ment parts for automobiles, trucks, tractors, 
airplanes and railears read the S.A.E. Jour- 
NAL consistently and eagerly every month. 


The products of their factories make up a 


Engineering 
the pathway 


large proportion of the billion dollar auto- 
motive supply business. 


SAE JOURNAL 


Published by the SOCIETY OF AUTOMOTIVE ENGINEERS, INC. 
TWENTY-NINE WEST THIRTY-NINTH STREET, NEW YORK 
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April 28, 1934 


150 Publishers 
Gather at Major 
Market Meeting 


New York, April 25.—More than 
150 publishers and representatives 
attended the luncheon of Major 
Market Newspapers, Inec., at 
Waldorf-Astoria Hotel today. Ex 
hibits and talks featured the market 
studies which now being devel 
oped by the organization. 

Col. L. W. Herron, of the Washing- 
ton Star, president of Major Market 
Newspapers, presided, and spoke 
briefly, outlining the 1934 objectives 
of the market development work. He 
was followed by Leslie M. Barton, 
managing director, who discussed in 
detail the new program of the or- 
ganization in the development of 
sales potentials for many product 
classifications, the purpose of which 
is to suggest to sales executives the 
proper allocation of their efforts, in 
terms of markets. 

The exhibit consisted of material 
on the product classifications already 
developed, showing the methods em- 
ployed in determining sales poten- 
tials and the results by markets. 


are 


Trent With Comfort 

Paul Trent, who has been with 
Millis Advertising Agency, Indian- 
apolis, and the Hilmer V. Swenson 
Company, has joined the Comfort 
Mfg. Company, Chicago, maker of 
cosmetics, as advertising and sales 
manager, 


Phillips Series Shifts 
Abe Lyman’s 
day afternoon 


“Accordiana,” Sun- 
feature of WABC- 
Columbia, will shift to Tuesdays at 
8:30, EDST, starting May 1. The 
program is sponsored by 
Dental Magnesia. 


W. make 


very good 
photostats 


RAPID COPY SERVICE 
wee York \Vanderbilt 3-3680 
|Plaza 3-1360 
Cleveland: Main 9335 
(State 6013-4 


Chicago) cyte 5980-1 


A quick and economical 


lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1323 SOUTH WABASH AVENUF, CHICAGO 


Telephone Calumet 7200 


the | 


Phillips | 


ings 


|paign on a new tire, the G-3, 


150 NEWSPAPER EXECUTIVES GATHER AT LUNCHEON OF MAJOR MARKET NEWSPAPERS IN NEW YORK 


GOODYEAR 6-3 
GETS BAPTIS 
IN NEWSPAPE 


Other Media Take Up Story 
of New Tire | 


Akron, O., April 26.—In 196 meet- 
held throughout the United 
States this week, Goodyear Tire & 
Rubber Company informed its deal- 
ers of details of a cam- 
which 
cent 
extra 


sensational 


promises motorists “43 
more non-skid mileage at 
cost.” 

The 


per 
ho 


campaign, breaking in full 


pages in newspapers next Sunday, | 
April 29, will also embrace a large | 
: » : " | 
list of magazines and farm papers. | 


/It was designed to aid dealers in at- | 


taining their quotas of 30 per cent 
of all the tire business in their re- 
spective communities. 

The smashing publication  cam- 
paign is given change of pace by 
dealer efforts embodying a high de 
gree of subtlety. Tire experts have 
long manifested intense interest in 
the pregnant moments or seconds 
during which the motorist takes his 
ease while his gas tank is being 
| filled. Many efforts, some of them 
inept, have been made to ring the 
cash register during this interval. 

Will Use Gadget 

Goodyear proposes to let the mo 


sell 
known 


torist himself. Since it is a 
well fact that Daddy 
Christmas toys for Junior so that he 


buys 


may have the pleasure of demonstrat- 
ing the electric train and 
purtenances to his offspring in spite 
of the latter's loud 
year is capitalizing on this quirk by 
giving the driver a gadget with which 
himself while waiting tor 
bad news on gas. 


other ap 


protests, Good 


to amuse 
the 
This sales the form 
which is 
$1. some- 
The fill- 


device takes 
of ia show, 
being dealers 
thing less than their cost. 
ing station attendant hands the gad- 
get to the motorist and lets nature 
take its course. The delighted driver 


one-man 
sold to 


peep 
for 


In fifteen consecu- 
tive quarries and sand 
and gravel plants, re- 
cently visited b 
ROCK PRODUCTS’ 
field man, he found 
equipment buying 


activity—action ! 


Ask for INDUSTRY | 
SURVEY. Now ready 


ROCK PRODUCTS 
Res 330 pad ag a E 


icagn 


General view of the luncheon given by the organization April 25. 


and 


grasps the idea in a moment | 
away | 


very shortly has to be torn 
from his lesson in how the new G-3 
is made. 

Details of the new campaign were 
imparted largely through the medium 
of a full-length talkie, “The Winning 


Rubber,” made tor Goodyear by Jam 
Handy Pictures. A brief letter from | 
R. S. Wilson, vice-president in 


charge of sales, was read as a pre- 
lude. 

Mr. Wilson discussed the charges 
preferred by the Federal Trade Com- 


mission that Goodyear’s contract | 
with Sears, Roebuck & Co. consti- 


tuted a violation of the Clayton act. | 
He said that Goodyear has not yet 
been given an opportunity to present 
its side of the case. 


Tells of Conflict 
The additional volume provided by | 


the Sears contract, he told the deal. | 
ers, has made possible improvements | 
in all departments of the Goodyear | 


business and has made dealer fran- | 
chises worth far more than they 
would otherwise be. 

Mr. Wilson recalled the fact that 
Julius Caesar was murdered and 
George Washington slandered. He 
called this the price of leadership 
and in arguing that the price must 


still be 
assassination,” as 
rumor mart today. 

Mr. Wilson's letter also mentioned 
the feud existing between Goodyear 


paid, referred to “character 
practiced in 


and Jndian Rubber & Tire Review. 
This publication is charged with 
“sensationalism,” and as a_conse- 


quence, its representatives have been 
barred from Goodyear dealer confer- 


ences, 
Fully as interesting as Mr. Wil- 
son’s version of the present tire sit- 


uation Was the talking picture, which 
portraved the adventures” of 
Goodyear dealer under 


one 
the new deal 
as represented by the G-3 tire and 
its promotion. 

The talkie 
process by 


not described 
which the new tire is 
manufactured and the advertising 
which will help dealers sell it, but 
told them how the ad- 
vertising done by other leading tire 
companies, 


only 


best to meet 


Other Tests Explained 
The tire prospect who asked about 
“gum dipped” tires 
that 


Was informed 
abandoned this pro- 
cess many vears ago because of the 
done to the cotton fibres 
the tire. When the 
| prospective buyer asked about “blow 
}out proof tires,” 

en 
| 1 


Goodyear 


damage 
contained in 


the dealer informed 
such animal. The 
rospect Was also disillusioned about 
| the tires “used by champions of the 
|} speedways,.”” when he told that 
|}the requirements for tires on racing 
lears and built 
|}usage are altogether 


there is no 


was 
those for 
different 


experience or 
|} the second. 

Stress was further laid on the re- 
sponsibility of dealers in the new 
campaign with an offer of a new test- 


facilities for building 


|country with advertising of the new 


}and 


the | Point, 


the | 


everyday | 
and | 
| that a manufacturer's ability to pro- | 
| duce the first by no means connotes | 


ing tray and some advice as to how|the research engineer's name was 


he could best turn Goodyear adver-| aliowed to stand. 


tising into sales. The new test con- Erwin, Wasey & Co., New York, 


sists of pouring water on a glass| prepared the campaign, scheduling 
ledge to simulate the worst possible |insertions in the following maga- 
driving conditions and then allow-| zines: American Legion Monthly, 


ing the prospect to convince himself 
of the alleged superiority of the G-3 
by testing cross-sections of it and 
competitive tires on the slippery sur- 
face thus presented. 

Meanwhile, the old Supertwist test 
continues as another Goodyear dealer 
aid. Most of the dealers already 
have these machines on their prem- | 40 
ises. They stretch the cotton cord 
used in the manufacture of tires, 
showing how Goodyear Supertwisted |jng American Agriculturist, Arizona 
cord bounces back to normal after) producer, California Cultivator, Cap- 
every shock. That used in some) per's Farmer, Country Gentleman, 
competitive tires, according to the | Country Home, Daily Drovers Jour- 
picture, does not always possess this | nal, Daily Drovers Telegram, Daily 
resiliency. | Journal-Stockman, Daily Live Stock 

While Goodyear is blanketing the | Reporter, Dakota Farmer, Farm 
| Journal, Farmer and Farm, Stock and 
G-3, it not only expects dealers to| Home, Farm and Ranch, Hoarda’s 
utilize the array of direct mail pieces | Dairyman, Idaho Farmer, Nebraska 
other advertising it has pro-| Parmer, Oklahoma Farmer and Stock: 
vided, but to pull into their nets| an, Oregon Farmer, Pacific Rural 
every immediate prospect for new | Press, Prairie Farmer, Progressive 
tires. This is to be done by the sim- and Southern Ruralist. 
ple expedient of keeping their eyes | southern Agriculturist, Southern 
open. Every time a dealer or one) parmer. Southern Planter. Successful 
ot his men sees a car equipped with | paryming, Wallace’s Farmer and Lowe 
tires which are nearing the breaking | f7omestead, Washington Farmer and 
| he jots down the number of | western Farm Life. 
the license, easily gets the name of The company also realizes the im- 
the owner and makes personal or) portance of the industrial market 
telephone calls to get him interested anq will devote special copy to it 
in the G-3, through the pages of approximately 


American Magazine, Better Homes & 
Gardens, Business Week, Collier's, 
Cosmopolitan, Country Life, Fortune, 
Liberty, Life, Nation's Business, Sat- 
urday Evening Post, Social Spectator, 
Time, Town and Country and Vanity 
Fair. 

Farmers are credited with buying 
per cent of all tires sold. This 
market will be reached through an 
imposing list of publications, includ- 


Farmer 


: : 56 publications covering almost every 
| Is Built Differently op ens Hain 
| field. 
| The movie traced automotive de- After the initial barrage in metro 
|} Velopments which have demanded politan newspapers, space will be 


;new resourcefulness and skill in the 
manufacture of tires. The reduction | c¢jj) pe outstanding in size. Weekly 
of wheel size, adoption of four-wheel | jysertions will appear in a long list 
| brakes and more powerful engines | o¢ papers for a three-month period. 
are chief of these. When wheel sizes a z : 
were reduced one inch in circumfer- | 
ence, it explained, 1,000 > miles 
Was taken out of the life of every 
tire on the market. The high speeds 
and quick starting and stopping de- 
manded by modern driving condi- 
tions threw other new obstacles in 
the path of safety and long tire life. 
The G-3, from these new and 
exacting conditions, 


somewhat reduced in size, but will 


Was 


born 


possesses, ac 


PHOTO coPyY CO. 
225 N. MICHIGAN AVE 


cording to the company, 43 per cent | 
more non-skid tread than any other. 


The tread is wider and flatter, con- STA.4047 
taining two more pounds of rubber | b4 919 N. MICHIGAN AVE 
| than formerly. G-3, it is explained, | 4 JUP. 2621 
|} Was the symbol adopted for this tire | 221 N.LA JALLE J TREE! 
during the development period and | wes RAN. 3270 


Send for McCandlish...- 


The story behind some ofthe most beautifully 
lithographed displays and posters in America !S 
that the buyer discovered that McCandlish makes 
a fetish of faithful reproduction, thus giving the 
poster the full advertising benefit ofall the beauty 
and color in the original finished sketch. For post: 
ers of any size and for advertising displays, itw' 
pay youtoseeorwrite A.R.McCandlish,President- 


McCANDLIS LITHOGRAPH 


CORPORATION 
ROBERTS AVE. AND STOKLEY ST 


PHILADELPHIA PA 
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ADVERTISING AGE 


STAND ON FOOD 
BILL BY WOMEN 
TO BE VOTEDON 


(Continued from Page 1) 
conventions and reports will be dis- 
cussed prior to a vote. Mrs. Harvey 
R. Wiley, president of the District of 
Columbia Federation, also president 
of the American Pure Food League, 
has been actively campaigning for 
the bill. 

The resolution to be presented at 
Ilot Springs, especially made avail- 
able to ADVERTISING AGE today reads 
as follows: 

“Whereas, the federal food and 
drugs act adopted June 30, 1906, has 
resulted in improvement in the pur- 
itv of foods and drugs sold in the 
United States, but experience has 
shown that there are still products 
on sale constituting a menace to pub- 
lic health which are not subject to 
the provisions of the present act, 
and furthermore that the truthful 
labeling of many foods and drugs is 
nullified by fraudulent advertising 
not subject to the present law; and 


Fills All 


“Whereas, a bill now pending in 
congress known as senate bill 2800 
is designed to preserve all the worth- 
while features of the present law, 
such as the prevention of adultera- 
tion and misbranding of foods and 
drugs, and will extend the scope of 
the law so as to include cosmetics, 
and also contains provisions de- 
signed to insure the truthful adver- 


Purposes 


tising of foods, drugs and cosmetics, | 
“Therefore be it resolved, that the | 


General Federation of Women’s 
Clubs at its council meeting in May, 
1934, at Hot Springs, Ark., endorse 
the general principle and purpose of 
senate bill 2800, introduced by Sen- 
ator Copeland in the senate of the 
United States, which will be under 
consideration by congress during the 
vear 1934, and 


“Be it further resolved, that a copy 
of this resolution be sent to the 
members of the senate and of the 
house of representatives of the 


United States.” 


W. J. Montgomery, Royal 


Sales Executive, Dies 
following an illness of six weeks, | 


W. J. Montgomery, portable sales 
Manager of the Royal Typewriter 
Company, died this week at the age 
ot 47. He had directed sales 
merchandising of the Royal Portable 
since its introduction in 1926. 

He joined Royal in 1925 as a na- 
tional account salesman in the Chi- 
cago office. 
moted to management of Royal Type- 
Writer Company’s Canadian business 
at Montreal, and later was given 
charge of the central division branch 
Offices, 

An outstanding advocate of adver- 
Using for creation of demand for 
bortable typewriters, he was credited 
as being responsible for the general 
‘erease in yolume not only of the 
Royal Portable but all portables. 


Crowell Siectuces Rates 


on “American Magazine” 


Rates of American Magazine will 
““ restored with the January, 1935, 
issue for black and white, and with 
‘le February, 1935, issue for four- 
“or pages and covers, to those pre- 
‘ailing before the reductions in July, 
9. Present line rate of $10, for 
Aenean, will be $11, and the price 
“ & black and white page will be 
““lsed from $4,000 to $4,500. 

wen former rate basis of 1,800,000 
, 48 net paid circulation will also 


VE rest; red 


Root Expands 


oot Advertising Agency, Chicago, 

“clalizing in medical and dental 

vo, EES, is now occupying new quar. 

\ wo he Civie Opera Building, 20 
acker Drive. 


: Opens New Office 
Otsf 
rite has opened a Los An- 
at 541 Roosevelt Bldg., 
Management of John H. 


| tician-economist, 
| Board, 


and | 


Soon after, he was pro- | 


| Sentative in Michigan and Ohio. 


Sheaffer Forms 


Subsidiary to 
Make New Pen 


Fort Madison, la., April 26.—Tak- 
ing advantage of public interest in 
larger ink capacity of fountain pens, 
as well as the visibility of the ink 
supply, W. A. Sheaffer Pen Company 
has formed a subsidiary, Vacuum.Fil 
Pen Company, to market a new pen. 
Initial advertising appeared in the 
Saturday Evening Post this week. 

While dealers who have handled 
the Sheaffer pen in the past may 
stock the new line if they wish, dis- 
tribution will not be direct to the 
dealer, as in the past, but through 
jobbers. The latter have handled 
distribution of Skrip, the Sheaffer 
ink, securing wider distribution than 
would be possible by any other 
means. Since Skrip is a convenience 
item, distribution is one of the chief 
keys to the sales problem. 

It is believed that the Vacuum-Fil 
Pen will also be stocked by many 
dealers who have not handled foun- 
tain pens in the past. The introduc- 
tory price of $2.95 and $4.95 has sug- 
gested to many neighborhood deal- 
ers that they may profitably embark 
in the fountain pen business. 

McJunkin Advertising Company, 
Chicago, which has long handled 
Sheaffer advertising, has been en- 
trusted with promotion of the new 
Vacuum-Fil. 


A.B.P.to Hold 
Annual Spring 
Meeting May 5 


New York, April 26.—About 
Papers, Inc., will be in the party 
which will assemble May 5 at the 
Greenbrier Hotel, White Sulphur 
Springs, West Va., for the tenth an- 
nual spring conference. 

Guest speakers include Dr. Lionel 
Edie, economist; P. L. Thomson, di- 
rector of public relations, Western 
Electric Company, and president, 
Audit Bureau of Circulations, and 
Dr. E. A. Goldenweiser, chief statis- 
Federal Reserve 


Subjects up for the consideration 
of attending publishers include en- 
larging the scope of usefulness of 
business papers to readers, 


bearing of the graphic arts code on 

the problems of business paper pub- 

lishers. 
James H. of;; 


McGraw, president 


| of the association, will preside at the 
The new presi- | 


sessions on May 5. 
dent, to be elected that day, will pre- 
side at the meetings on May 6. 


Firms Appoint Waters; 
Staff Is Tripled 


Three more manufacturing firms 
have appointed Norman D. Waters 
and Associates, New York, to handle 
their advertising: Shirtcraft Com- 
pany, Inec., Hazelton, Pa., Shirteraft 
shirts; Cohn & Rosenberger, Inc., 
costume jewelry; and Lob-Hubbart, 
Philadelphia, men’s clothes. 

Trade publications and direct mail 
will be used. Added accounts and 
demands for additional services have 
necessitated tripling the Waters’ 
staff. 

Transfers Agency Stock 

William H. Johns, president of 
Batten, Barton, Durstine & Osborn, 
Inc., has completed an arrangement 
by which over a term of years he 
will transfer into his associates’ 
hands the greater part of his stock 
holdings in the agency. All of the 
agency’s stock is held by members 
of the organization. 


Macguire Studio Moves 
The studio of Robert Reid Mac- 


guire, New York, has moved to 444 


Madison Ave. 


Picks L. B. Parker 


Radco Automotive Review, Oak- 
land, Cal., has named Leslie B. 
Parker, Detroit, advertising repre- 


65 | 
members of the Associated Business | 


the ef-| 
fects of codes outside the publishing | 
field upon publishing costs, and the | 


Decoration of 


Shell Stations 
Takes 800 Tons 


St. Louis, Mo., April 26.—A few 
figures indicating the vast amount of 


material used in the new Shell Pe- | 


troleum Corporation promotion and 
advertising drive were released here 
today by L. van Eeghen, vice-presi- 
dent in charge of marketing. 

“To round out our advertising pro- 
gram, which includes large display 


| space in 334 newspapers, radio broad- 


casts from 21 stations, and outdoor 
posters in 874 cities and towns 
throughout the territory, Shell placed 
the largest order on record for out- 
door cut-out figures, which feature 
our decorations at 13,000 service sta- 
tions,” Mr. Van Eeghen declared. 
“These decorations include brightly 


colored 2-foot cardboard and 8-foot 
fibre-board figures of the famous 
comic-strip characters, Mutt, Jeff, 


Powerful Katrinka and the Tooner- 
ville Skipper, together with flags, 
window stickers, and hoods for sta- 
tion pump globes. 

“At one factory alone the Shell 
order gave jobs to 504 unemployed 
workmen. In the two plants of an 
Ohio firm which handled the print- 
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85% of Rotary Clubs 
in Towns of 25,000 
and Less. 


ing, mounting and die-cutting of the 
mammoth cut-outs 620 men were em- 
ployed. An extra factory was leased 
to provide the necessary working 
space. Nearly 700 tons of materials 


had to be moved into Ohio to fill the 


| order. 

“A total of 10,666,000 bolts, strips, 
cleats and and other small 
| pieces were used in the manufacture 
of the cut-outs. The wire, 
land cord used would reach from St. 
|Louis to San Francisco. Over 3,000 


eyelets 


gallons of paint and 4,500 pounds of 


|} ink were used. 

“If the completed cut-outs of the 
comic-strip characters were placed 

lend end, they would 

| brightly-colored strip more than 250 
miles long. Packed in 

| boxes, the finished displays weighed 


to 


fill 51 freight cars.” 
As an added feature in the cam- 
paign, 2,000,000 masks of Mutt and 


given away to children at Shell sta- 
tions, and more than 17,000 three by 
five-foot posters were used in service 
station displays. 

In addition 1,250,000 vividly colored 
| postal cards were mailed to em- 
ployes, reproducing in full color the 
|comic strip characters used in other 
| media. 
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over 800 tons, and were sufficient to | 


Jeff, Katrinka and the Skipper were | 


PLAYS GOLF 


*He is a Rotarian, and 
reads The Rotarian more 


are the “open sesame” to 
his home and _ private 


At $3.30 per page per 
thousand there’s no bet- 
ter advertising buy for 
Class Merchandise, Lux- 


or Thin Market 


APPEALS TO ALL 


Give us more Pabst-ett!” 


Typical rotogravure newspaper 
copy for Pabst-ett, in which the 
photographic appeal of this sec- 
tion of the newspaper is carefully 
incorporated. 


“orand old 


of *him be- 
longs to a country club. 

He represents the best of America’s 
the alert, young- 
minded, golf-playing type. He is 
keenly interested in new ideas, im- 
proved products, specialized ser- 
vices. He wants the better things in 
life, and pays cash for 


More Facts About 
The Rotarian's 
Readers: 


any 
other magazine. Its pages 


80% are smokers—47% smoke 

/ ° 
pipes and 61% smoke 
cigarettes. 

rf % bought an average of 15 
books each per year. 

4 % have traveled on ocean 


liners. 


9 % have life insurance, but 
38% felt they did not 
have enough. 

72% personally own listed 


stocks and bonds. 


Drop a note to The Rotarian, 211 
We. Wacker Drive, Chicago, and a 
representative will call, with an 
interesting—and 


snappy—story. 
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Classified 
Advertisin 


The rate for this department is 40 
cents a line (not agate line); mini 
mum, $2. 


— 


PROPERTY FOR SALE 


As an advertising person you will 
appreciate artistic little Cape Cod 
house in Larchmont. Seven rooms, 
wood-paneled living room, open fire- 
place; convenient; reasonable rental. 
Box 453, ADVERTISING AGE, New York. 


Chirurg Gets Blueing 


Advertising of the Alden 
Sons Company, Cambridge, 


maker of blueing for the laundry 


industry, has been placed with James | 


Thomas Chirurg, Company, Boston. 
Direct mail and business papers will 
be used. 


Promotes Baker 
Crawford H. Baker, who has been 
connected with the sales department 
of Bauer and Black, Chicago, since 
1929, has been named manager of the 
chain store sales division. 


JESS HOTRIBLING = 
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ADVERTISING ART 
4 SENTRAL 1590 
225 N. MICHIGAN AVE, CHICAGO 
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For Advertising Men 
NEW RECREATION 


Here’s a tonic that banishes all 
worry about closing dates, mar- 
ket problems, 

First—a quick 
home at Standish Hall . . re- 
freshing shower. ‘Then to horse 

along the winding trails in 
Central Park. (Or boating, or a 
brisk walk across the North 
Meadow.) 

Home again for dinner in the 
excellent Standish Hall restau- 
rant. Later, the theatre only 
five minutes by subway! 


dash to your 


Recreation & Convenience 
are part of the pleasure of living at 
Standish Hall. Overlooking Manhat- 
tan Square Park, just a few steps 
from Central Park, it has advantages 
of the country plus town-house com- 
forts. Its complete hotel service is 
efficient, yet friendly. 


Apartments 

of 2, 4 or more rooms, conveniently 
arranged. Large closets, smart tiled 
baths. Fully equipped serving pan- 
tries and sunny exposures” are 
thoughtful features. Appointments 
up-totheminute; rentals down-to- 
earth. 

Available today, a few unfurnished 
apartments on lease . . or newly 
furnished if you prefer. See them 
for yourself—now! 


Stanbhish Ha il 


45 WEST 81 S™STREET-NEW YORK: 


M. Spark, Manager 


Arthur Lee Direction 


Spear’s | 
Mass., | 


EXPLAINS ANA. 
OPPOSITION T0 
GENCIES’ CODE 


(Continued from Page 1) 
exhibition specialists, and 
others. If all industries that are part 
of the graphic arts can operate under 
a master code, then all who 
the advertiser can operate under a 
master code. 

| “During the months intervening 
since the agency group submitted a 
code, advertisers, through the A.N.A., 
|have supplied the NRA with infor- 
mation on their own initiative and 
at the request of the NRA on which 
we base our opposition to any pro- 


services, 


serve 


| posed code for the advertising 
| agency business which sought to 
| build a price barrier around that 


business. 
Would Stop Evolution 


“The motive has been to prevent 
any one from using the force of law 
to stop the evolution of a system of 
agency remuneration. The point is 
important. 

“There is no opposition to the ad- 
vertising agency as an institution. 
It operates on the basis of serving 
more than advertiser, thus 
spreading the cost of the ability and 
service it happens to be able to offer 
among more than one advertiser and 
thereby making the cost lower for 
each individual advertiser. It is an 
institution that the advertiser desires 
to perpetuate and one that will per- 
petuate itself by its very abilities, in 
my opinion, long after the present 
artificial wall of agency remunera- 
tion has crumbled away. 

“Changes and readjustments will 
come and a stronger and better in- 
stitution than the advertising agency 
of today will develop. It will earn 
more for men in the agency business. 
It will earn more for worthwhile 
mediums and will do a better job for 
advertisers.” 


one 


Conflicting Viewpoints 


Mr. MelIntire suggested that desir- 
able changes might come more 
quickly if it were not for the con- 
flict between two conceptions of ad- 
vertising, one being that advertising 
exists for the benefit of mediums, 
the other that it exists for the benefit 
of the advertiser. He advocated 
group thinking based on the second 
conception, intelligently interpreted 
to include the interests of the con- 
sumer. 

Describing the plan of the A.N.A. 
respecting the study of agency com- 
pensation which it is conducting, Mr. 
McIntire said it was calm and con- 
sidered in its outlook and was _ pro- 
jected to render a service to adver- 
tiser, agent and medium. 

It will be based on legal research, 
field work and investigation among 
advertisers. When facts are = as- 
sembled, they will be submitted for 
comment to representatives of all 
interests 


involved and these com- 
ments will be published with the 
report. 


The study is in charge of Albert 
E. Haase, former managing director 
of the A.N.A., and three trustees, Lee 
H. Bristol, Stuart Peabody and Mr. 
McIntire. 


Amateur Talkies Seen 

Research engineers in a joint paper 
delivered before the Society of Mo- 
tion Picture Engineers at Atlantic 
City this week revealed development 
of simplified apparatus making pos- 
sible taking of sound pictures by 
amateurs, which may become a new 
subject for national advertising. 


Fertig Gets Gibbons 


Douglas Gibbons & Co., New York, 
real estate brokerage and manage- 
ment, have appointed Lawrence Fer- 
tig & Co. Newspapers and maga- 
zines will be used. 


Sets Commencement Date 


The fifteenth commencement of the 
Advertising School of the Cleveland 
Advertising Club has been set for 
May 23. 


OPENS NEW DRIVE 
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beemg! you SOLKA 


Louk for this Sonxs Seal whenever you buy 


First advertisement in the new 
Solka capaign. 


New Drive on 
Solka Begins 


Boston, Mass., April 26.—A new 
national campaign featuring the 


multitudinous uses of Solka got under 
way this week with a full page ad- 
vertisement in the Saturday Evening 
Post. 

The Brown Company, 
Me., is the manufacturer 
and the advertising is in 
Menken Advertising, New 
addition to the Saturday Evening 
Post, other papers on the schedule 
include Business Week, Fortune, Na- 
tion’s Business, Review of Reviews, 
Scientific American, and Time. 

Selka, “the purified cellulose,” is 


Portland, 
of Solka, 
charge of 
York. In 


used in one way or another in scores | with, 


of different products, ranging from 
paper products to roofing materials, 
and from 
purses. 


F.T.C. to Air 
Deals in Used 
Periodicals 


Washington, D. C., April 27. 
Charging that five nationally known 
publishers and distributors of peri- 
odicals and magazines have con- 
spired to destroy the second hand or 
used magazine business, the federal 
trade commission has ordered that 
they appear June 1 to show cause 
why a and desist mandate 
shall not be issued against them. 

Violation of section 5 of the fed- 
eral trade commission act which pro- 
hibits unfair methods of competition 
is charged against the Butterick 
Publishing Company, Mactadden 
Publications, Frank A. Munsey Com- 
pany, Street & Smith Publications, 
Pictorial Review Company, Inter- 
national Circulation Company, 
News Company, and Midwest 
tributors, Inc. 

Destruction of the second-hand, or 


cease 


Dis- 


used magazine and periodical busi- 
ness through the combination and 


conspiracy charged against the re- 
spondents is sought to be aeccom- 
plished in two ways, the complaint 
set out. They are: 

Obtaining agreements from maga- 
zine and periodical retailers not to 
sell or deal in any Way in second 
hand or used publications of this 
character, and by refusal on the part 
of the publishers and distributors 
to sell or distribute their publica- 
tions to any retailer who continues 
to sell second hand publications. 

This is the first time on record 
that publishers have been cited for 
alleged violation of section 5 of the 


act. Publishers on the other hand 
have indicated that the continued 
sale and exchange of second hand 


and used magazines has grown to 
be a serious menace to their busi- 
ness, affecting both advertisers and 
authors. 


Great Northern Moves 


The New York office of the Great 
Northern Advertising Corporation 
has moved to larger quarters at 19 
E. 47th St. 
mains at its former location. 


CALKINS TELLS 
A&P. COFFEE 
SUCCESS STORY 


Sees Advertising More Im- 
portant Than Ever 


| New York, April 26.—The stage is 
| set and the curtain rising on a new 
|era in which advertising will play a 
greater role than ever before, becom- 
jing a public utility to organize, in- 
struct and guide public opinion not 
merely to buy goods but to make our 
civilization better, and to distribute 
the knowledge we now have so it 
may be put to use by everybody, 
Earnest Elmo Calkins of Calkins & 
Holden, Inc., said in an address de- 
livered before the New York Times 
advertising class this week. 

| “We have a President,” he re- 
marked, “who understands advertis- 
ing better, makes better use of it in 
the practical matter of governing the 
country than any man who ever oc- 
cupied that office.” 

The depression, he said, brought a 
temporary lull before going ahead to 
greater achievements. He paid high 
compliments to the new generation 
of advertising men and women for 
their “vitality, fertility, ingenuity.” 


| 


diapers to luggage wad 


S-M | 


The Brooklyn otnce re- | 


Advertising today is better writ- 
ten, better illustrated and more in- 
teresting and effective, all things 
considered, than ever before, “for it 
has more advertising to compete 
and also it is more pervasive, 
more exasperating, more expensive 
as well as more necessary than ever 
| before. 


Discusses Coffee Advertising 


The greater part of his discussion 
was devoted to the advertising which 
| helped build the largest coffee busi- 
ness in the world, probably the only 
private brand which is a _ national 
| brand. He referred to the coffee sub- 
|sidiary of the Great Atlantic & Pa- 
cific Tea Company. It became 
biggest seller in a land the national 
drink of which is coffee by use of a 
very simple formula. 

“Advertising,” Mr. Calkins related, 
“was built around the thought: ‘the 
coffee that you like is the best 
The plan was to present the 


coffee. 


coffees en bloc, three abreast, let the | 


public choose. There are three 
| brands. The coffees differ in charac- 
ter (not quality, but character) as | 


well as in price. 

“Newspapers were selected for 
this advertising, and in newspapers 
only for three and a half years it has 
run, except that outdoor advertising 
is used during the summer to 
hance and back up the newspaper ad- 
vertising and store and window 
dressings at the point of sale. 

“Newspapers were selected  be- 
cause they are associated with A. & 
P. stores advertising, because house- 
wives consult them before shopping, 
because the A. & P. folks wanted 
quick action, because promotion 
must be adopted geographically to 
the six merchandising districts into 
which A. & P. has divided the coun- 
try, and finally, because newspaper 
advertising is good advertising. 


Tells of Competition 


“The purpose of the advertising 
Was to bring some sense into cof- 
fee promotion. National competition 
was confined to half a dozen na- 
tionally advertised brands, of which 
Hill Brothers are perhaps doing the 


best, or at least the most reason- 
able advertising. 

“Maxwell House was using the 
snob appeal, big names with a_ so- 
cial background. Chase & Sanborn 
also favored testimonials, but em 
ployed sponsors less high-hat but 


probably better known to the crowd. 
Later it went in for dated coffee, 
which was certainly not new, as A. 
& P. coffees have been dated for 
years. M. J. B., G. Washington, Del 
Monte, White House and Beech-Nut 
were also in the running. Then 
| Sere were the decaffeinated coffees, 


the | 


en- | 


Sanka and Kaffee Hag, and the cot. 
fee substitute Postum. 

“In the year A. & P. began its cot- 
fee advertising, the above concerns 
spent over $5,000,000.” 

A. & P. did not try to outshout 
other coffee assertions, Mr. Calkins 
said. The advertising came within 
the coffee drinker’s own experience. 
Behind it were the stores and their 
service. 

In two years, A. & P. coffee sales 
increased 35 per cent against an 
dustry increase of only 15 per cen: 
a fact which Mr. Calkins attributed 
largely to advertising and quality ot 
the product which caused repeat 
sales. 

He discussed the redesigning of 
the packages to give them an adver- 
tising value, and the development of 
teamwork in merchandising the ad- 
vertising, which was carried to a 
high degree of perfection because 
the national advertising was done hy 
the same organization through whose 
15,500 stores it was distributed. 


NBC Consolidates 
Its Central Sales 


A consolidation of the central di- 
vision sales department similar to 
that already announced for the east- 
ern division is being effected by the 
National Broadcasting Company. 
Edgar Kobak, vice-president in 
charge of sales, recently in Chicago, 
worked with vice-president Roy C. 
Witmer on the plan. 

Kenneth Carpenter will be sales 
manager in the central division and 


I. E. Showerman, assistant sales 
manager. In the national organiza- 


tion, New York, C. L. Egner, man- 
ager of transcription service, will be 
responsible for study and develop- 
ment of sales policies, practices and 
markets for transcriptions and al- 
lied services for the entire company. 
Divisional sales offices, station re- 
lations, program and other depart- 
ments will cooperate with him. Re- 
cording staffs report to him. Roger 
W. Clipp, for five years in various 
departments of the company, has 
been made assistant manager of 
NBC operated stations in the expan- 
sion of the stations relations depart- 
ment wherein William S. Hedges, 
former general manager of KDKA, 
heads the entire group of stations. 


Airetool to Wagenseil 


Airetool Manufacturing Company, 
| Springfield, O., has placed its adver- 
tising account with Hugo Wagenseil 
& Associates, Dayton. Refinery pub- 
lications are scheduled. 


ENVELOPES 


ORIGINATORS — DESIGNERS — MANUFACTURERS 
SALES PRODUCING ENVELOPES 


|| Commercial, Window, Catalogue, and Special 
Sizes. All Stock Sizes Can Be Delivered 
Within 24 Hours 
MILWAUKEE ENVELOPE MFG. CO. 
|| H.1.Goedere, Chi.Mgr. 8. O. Howard, Secy. 
| Daily News Bidg. 1129 No. 7th St. 

| State 5161 Milwaukee, Wis. 


Stickers anv Seals 


+s 


-— 


All Kinds for packaging, decorations, 
ete. Also address labels. 33 years’ 
experience. Ask for free samples 
and low prices. 


ST. LOUIS STICKER COMPANY 


1912 Pine St., St, Louis, Mo. 


Dreary. 


Solemn 
Ads 


drive me crazy 


Ads full of heavy breathing 
and chest-tones. Talking 1" 
awed voices about cars and 
hairpins, mustard, glass eyes 
and hats. I can’t be that 
way. I have photostats for 
sale. Only way I can say ! 
is to say it. They’re good 
photostats. Clear, contrast): 
And boy, what speed. - - 
Need any photostats? 


RAPID COPY SERVICE 


(Vanderbilt 3-3680 
New York) piazq 3-1360 


Cleveland: Main 9335 
(State 6013-4 


| Chicado ) state ne 
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OR depositors in untried banks, the insurance of 
leposits is comforting. While we deplore the need 
for insuring deposits, we do not oppose it. The loss of 
any money or the loss of confidence in any bank any- 
where is not good for this bank nor for business in 


eral. 


irance of deposits alone does not make a bank of 
ny more use to you than a strong box. We like to feel 


hat the personnel and facilities of our bank are more 


valuable to our patrons than are our vaults. 


During sixty years of national economic ‘ups and 
downs’’ money in this bank has proved equally avail- 
ible, whether hoarded in boxes or deposited in check- 


accounts. But we have noticed this. Those 
individuals and corporations who have made greatest 


of all the facilities offered by this institution are 


— 


he strongest advocates of the value of a connection 


with a sound and progressive bank. Incidentally they 


ire usually among the most aggressive and progres- 
ve in their own fields. 


And you are entitled to all facilities of this or any other 

bank. The help your bank can give you is the return 
make upon the money you have upon deposit 

there. The better the help, the larger your return. 


Judge your bank by its usefulness. If you make 
tments, be sure your bank is competent to advise 


fficers of this bank are responsible for the safe 


e— 


nd though the values of the securities have varied 


A combination of "Free Speech 
r ( riters’’ and ‘'Free 
\rt Directors’’ per- 

t set of ideas to 

the world rather 

he suppressed and 

Here is the oasis 
unpublished “brain 

t either copy or 

ut ' your contribution 
mand ue will do the rest. 


4. C. BRINEY 


by 
‘J. HOLCOMB 


omb, of the 
\dvertising Co., 
thed in accord 
ising problems, 
tackle a hard 


n their layouts 
nterest than is 
r cold formal 
embles a book 


717 SOUTH WELLS STREET, 


the bank has always been solvent. If you consider 
borrowing for your business, your bank should be 
capable of questioning or approving your judgment. 
The officers of this bank, in touch with many busi- 
nesses, certainly should be able to bring a broad 
experience to bear on your particular problem. If you 
do a national or foreign business, your bank should 
be informed on conditions, sectional or world wide. 
This bank, through its correspondents, is kept informed 
regularly on business and finance in scores of dis- 


tricts and countries in all parts of the world. 


Drawing by 
Rolf Klep 


Then there are services more personal—the keeping 
of securities, the carrying out of trust agreements, the 
handling of estates—these, too, are things that make 


a good bank more than a strong box. 


It is upon the past record and present facilities of this 
bank that we solicit your banking business. The insur- 
ance of accounts in all banks certainly does not 
change the relative values of other banking services. 
We believe a banking connection here will give you 
a good return and prove increasingly profitable. Why 


not come in? Let's talk things over. 


Dae POSH TW 


BANK & TRUST COMPANY 


SPONSORED BY 


eg 0 tackle 7 
” 4 ank adver- 

“lg si believes banks e 

ad pif" r in their copy 

“ ig < believes they - 


LLER & HUTCHINGS, Inc. 


PHOTO ENGRAVERS 


CHICAGO, U.S.A. N. R.A. 
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CANDY COAXES KIDS 
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PHOTOGRAPHIC aaa 


SPER. Canopy 
TOOTH Soap 
~ Cn peen 


REVIEW OF THE 
WEEK 


PACKAGE WINS AT 5 TO | 


Castilla Company's new dentifrice 
for children not only comes in a 
| peppermint stick tube, but also has 
| a real peppermint stick with it. 


IN NEWSPAPERS 


Di Let got cul of the rut ths summer and see a) 
£ SOUTHERN CALIFORNIA © *. 
~this book shows how easy it is"@ yw 


eas wt ME 2 
OI AA EMME 


A test in Peoria showed that this packaged whisky outsold non- 
packaged brands by 5 to |. Both carton and shipping container 
are shown here. 


ee ee 
ak ieee Phe se far foam Lee Sgn 


nia has added large size news- 
paper copy like this to its cam- 
paign for tourist business. 


JARS FOR SALE 


Looking forward to a good crop of marriages this spring, Strathmore 
Paper Company prepared this three-piece window display expressing 
quality and dignity and tying in with current magazine copy by using 
the same illustration. Kimball, Hubbard & Powel, New York, are in being sold by Arrow-Hart & 
charge. Hegeman Electric Company. 


Stock Durez cosmetic jar now 


GARNERS OUTDOOR AWARD AT ART DIRECTORS' SHOW 


The Kerwin Fulton medal for 24-sheet posters, given in connection with the New York Art Directors’ show, 
went to United States Rubber Company, Campbell-Ewald Company, its agency, Leonard London, artist, 
and Walter Fawcett, for this entry. 


— ——————— 


REAL (IMITATION) PEARLS POINT A MORAL 


eer) 
= . ‘ati. a 9 “ 
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An actual strand of imitation pearls lends point to this Kolynos 
counter display designed and produced by Einson-Freeman Co. 


MANY SEEKING DENTAL CHARM TITLE 


h 

h 

h 

$s 

t 

t! 

—— r 

Frances Ingram, advertising manager of Ingram's Milkweed Cream I 
and a judge of the dental charm contest, in which Bristol-Myers 
Company is assisting the Century of Progress, and Nancy Frazer, 

chairman of the committee, inspect some of the more than 10,000 a 

photographs already submitted out of an anticipated total of 100,000 s 

entries. le 


GLASS-END CAN SHOWS ITS CONTENTS 


New aid to merchandising developed by Continental Can Company 
and Corning Glass Works. 
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